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“Travel makes one modest. You see what a tiny place you occupy in the world.”  
Gustave Flaubert 
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Abstract   
The current economic crisis has created the necessity to change and redefine 
the boundaries of existing business models world-widely and the tourism sector is no 
exception. It seems as if tourism enterprises agree that mass tourism and already 
existing models and forms of tourism do not longer constitute a solution to the crisis 
and have targeted mainly to customer satisfaction and interpreting customer 
behavioral intentions in order to respond to this new era that today’s business 
environment has imposed on the tourism sector, combined with the economic crisis 
Greece is confronted by. The above are also combined with the tendency to develop 
new alternative forms of tourism in order to diminish the impact on both the 
environment and the host countries. Greece, one of the most vulnerable countries due 
to the economic crisis, tries to adapt these strategies in order to be relieved from this 
unfavorable situation. 
Based on the above considerations and findings from existing studies in the 
literature, the current study has been conducted in order to assess the effects of the 
current economic crisis on certain parameters affecting the tourism industry, such as 
examining tourists’ expenditures, revenues, changes of management styles on part of 
tourism businessmen, diversifications of tourism products, customers’ reactions and 
needs. The study was addressed to 749 Greek potential tourists, 190 foreign tourists 
who have visited Greece and 32 tourism enterprises. Data were collected through a 
survey, based both on quantitative (Greek & Foreign tourists’ questionnaires) and 
qualitative parameters (Tourism enterprises’ interviews). The data gathered has been 
assessed and analyzed statistically using descriptive statistics, while interviews were 
carefully analyzed in order to present respondents’ perceptions. Some of the key 
findings refer to: 1) the proportions of tourists’ behavior influence towards the 
economic crisis and how such behavior has affected tourism enterprises due to the 
recession 2) tourists’ perception of overall service quality and tourism enterprises’ 
reactions in terms of service quality provision to ensure their customers’ satisfaction 
3) the positive correlation of tourists’ behavioral intentions to alternative forms of 
tourism and the increase of competitiveness alternative tourism in its various forms 
can provide to tourism businesses. The findings are important from a theoretical 
perspective, by informing already existing knowledge in the area of tourism, while 
providing managers and policy makers with rich insight as to appropriate strategic 
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moves and business models they should focus on, in order to create better conditions 
for the tourism industry’s competitiveness in the Greek context in future. 
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1 Introduction 
The current economic crisis has led to a drop in the gross domestic product of 
many countries and to a sharp rise in unemployment (IMF, 2011). Tourism has also 
suffered because of the crisis in terms of competitiveness, investment stimulation, 
extroversion and employment opportunities. Greece, a country with tradition in 
tourism and hospitality, bears a strong link between tourism development and 
economic growth, since the contribution of tourism to GDP is 16.4% (SETE, 2013) 
and is estimated to grow in the following years. Thus, it is really important to achieve 
an effective development of tourism through a national policy, which aims to 
strategies on customers’ satisfaction and diversification of the tourism product 
(alternative tourism). The aim of this study is to examine how much Greek tourism is 
affected by the recession and provide information on tourists’ preferences and tourism 
enterprises’ opinions in order to overcome hindrances to progress during the crisis. It 
illustrates the importance of tourists’ satisfaction in order to attain the goal and how 
alternative tourism is able to conquer the challenge of emerging demands.  
This study is based on many different studies that have explored similar issues 
and is focused on some key studies in order to build its research. Eugenio-Martin & 
Campos-Soria (2013) have proved that during an economic crisis, households react 
cutting-back their tourism expenditures depending on GDP growth and climate in 
their place of origin. Kapiki (2012) though in her study concludes that Greek tourism 
can survive a recession by offering qualitative services and guest satisfaction as well 
as a consistent pricing. Tuluc (2012) confirms that Greek policy-makers dropped 
prices. Larson & Glowa (2000) stress the relation between customers’ satisfaction and 
customers’ loyalty, whereas Kobylanski (2012) insists that tourists shop for value. 
Karoulia & Tsonou (2013) are certain that Greek tourism businesses implement 
inefficient strategies. Albu & Nicolau (2010) support that sustainable tourism can win 
the battle with the economic crisis and Kilipiris & Zardava (2012) say that alternative 
tourism improves competitiveness.  
The methodology used in the study is a combination of both quantitative and 
qualitative methods. Concerning the quantitative part of the research, two 
questionnaires were formed. The main questionnaire was addressed to Greek potential 
tourists, whereas the supplemental one to foreign tourists who have visited Greece. 
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The objective of the main questionnaire was to determine tourists’ opinion about the 
economic crisis and tourism, tourists’ satisfaction and the potentials of alternative 
tourism, while the second questionnaire offers us a supplemental insight. The first 
questionnaire was answered by 749 randomly selected respondents during the months: 
July to September 2013. The second one was answered by 190 foreign tourists in the 
months: August-September 2013. The qualitative part of the study investigates the 
same topics as the other questionnaires from tourism enterprises perspective. Hotel-
managers (15), travel agents (9) and restaurant-managers (8) are interviewed and 
answered similar to the topic questions in the period: July-September 2013. This 
study was aligned with the relevant literature we have already mentioned and with the 
researches of Kapa-Research (2008) and Marc (2007).  
Some of the key findings and their comparison with existing studies in this field 
of research are provided below. Tourists nowadays think that Greece is not as 
expensive as it used to be in 2007 (Marc, 2007). This is because tourism businesses 
reduce prices to lure customers. Tourists tend to resort to Internet to organize their 
vacations in contrast to previous years that used other forms (Kapa-Research, 2008). 
For that reason businesses resorted to a more internet-orientated business model. 
Although tourists’ income has reduced significantly, the rate of reduction in vacation 
expenses is lower. This is surprising due to findings Eugenio-Martin & Campos-
Soria’s study (2013). Liquidity problems are faced especially in hotels because of 
travel agents’ delay of payments, big discounts and so they resorted to follow a 
conservative policy. The combination of the economic recession, the poor quality of 
services& infrastructure and the lack of professionalism led to the tourism recession. 
The impact of this recession hits mainly Athens and not other regions, such as islands, 
which was expected (Hadjidakis, 2011). Tourists and tourism businesses agree that 
“tangibles” and “reliability” are the most important factors from SERVQUAL model 
in contrast to other studies (Kobylanski, 2012). There is a difference at the level of 
satisfaction among tourists from 2007 (Marc, 2007) to 2013 (this study) and this may 
attributed to the wrong way of communication between businesses and tourists 
(Kobylanski, 2012). Both tourists and businesses are aware of the prospects 
alternative tourism can offer, despite it being in the stages of development. Greek 
tourists nowadays prefer marine, Gastro and Agro tourism, in contrast to Kapa 
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Research (2008) which are on lower positions, this changed because of the 
prioritization Greek government gave to them.  
Tourism competition, mass tourism, change in tourist demand, lack of skills by 
tourism managers led to unfavorable implications for both policy makers and tourism 
private businesses in terms of profitability. They also create damage to the 
environment, wildlife and local populations. Tourism entrepreneurs must mainly 
focus on the quality with the lowest possible price to attract higher-income tourists 
and avoid mass-tourists as there is no importance in the number of visitors but in the 
amount of money they spend. It would have been better if they avoided “All-
inclusive” packages by adapting personal contact and satisfaction to avoid 
dependence upon intermediaries. Based on the findings that emerged, the study 
provides rich implications with regard to theory and practice. Theoretically, it 
contributes by examining the perceptions of tourists and tourism businesses in Greece 
in terms of tourists’ satisfaction and their behavior towards alternative tourism in the 
period of economic crisis. At the managerial level, it informs tourism managers and 
policy makers to develop certain strategies to improve tourism industry taking what 
tourists feel as satisfaction into consideration and by diversifying the tourism product 
in terms of alternative tourism.                               
2 Literature Review 
This section is organized as follows. First, an overview of the tourism industry is 
presented, whereby a definition as well as different tourism models and forms that can 
constitute potential sources of value for the sector are presented and analyzed. Next, 
the focus of attention shifts on the Greek context-where the study was realized- in the 
era of economic crisis that has significantly affected the sector. Last but not least, 
emphasis is placed on the existing body of literature, identification of the literature 
gap and as such the statement of the study’s key research question and focus. 
2.1 The impact of tourism globally 
2.1.1 The definition of tourism 
The term “tourism” stems from the word “tour”, which means transferring of 
people from their place of residence to another place for cultural, recreational and 
refreshing reasons. 
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Furthermore, it concerns the organized effort of a country to retain the people 
who transport for the purposes we referred above and simultaneously to attract other 
people by offering services of recreation, resting, culture etc (Karagiannis & 
Exarchos, 2006, p.40).  
The concept of tourism can be divided into the type of tourism, including the 
people who act as “consumers” and represent the tourist demand and the tourism 
including the reception and the immediate service of the moving people by 
experienced people (producers) and represent the tourist offer.  
The impact of tourism on the financial and social sectors is tremendous world-
widely, with direct and indirect consequences.  
2.1.2 The tourist product 
Tourism is a powerful phenomenon subject to occasional alterations of the 
economic-social environment. Harmony in tourism is responsible for the degree to 
which the final product can be acceptable (Doswell, 2002, p. 62-66). Smith (1994, 
pp.582-595) was among the few researchers in recent decades to break down the 
tourism product into five elements: physical plant, service, hospitality, freedom of 
choice and involvement. For tourists, the product is a complete experience that fulfills 
multiple tourism needs and provides corresponding benefits (Xu, 2009). From a 
marketing perspective, tourism product developers and marketers should be cognizant 
of what is normally included in a tourism product (both tangible and intangible 
elements). In line with Smith’s (1994) five element tourism product theory, the 
physical plant and freedom of choice are tangible elements, the other elements are 
intangible (Xu, 2009). A tourism product is successful when these five elements are 
combined harmonically to attract and please customers and fulfill their needs. A 
balanced symbiotic relationship should always exist between tourists and the 
satisfaction of their needs and the developmental needs and objectives of the 
destination (Budowski, 1976). 
In the beginning a tourism product is a discovery, which then evolves and 
follows the different stages of its life span: creation, development, maturity, saturation 
and decline (Witt & Moutinho, 1989). For this reason, the tourism product must 
always be assessed, measured and subjected into specific standards as concerns the 
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tangible elements. The intangible elements (hospitality, service, involvement) are 
responsible for the color, vividness and thrill the tourism product offers. The 
combination of all these elements creates the feeling of joy to every tourist (Doswell, 
2002, pp. 62-66).  
2.1.3 The classic type of tourism 
In this section, a brief reference to the basic tourism models is made, since 
these models might not be as efficient any longer, in order to next present alternative 
forms of tourism as potential sources of value creation for tourism. The coastal 
tourism is the traditional model of the development and settlement of tourism. The 
model of the 4S was greatly adapted to Mediterranean countries, where sun and sea is 
obviously very common. This model was based mainly to the definition of “homo-
touristicus masse”, characterized by a “flock” manner. Crowded groups of tourists, 
who focus on mimicry, are the consumers of this model (Varvaresos, 2009). Many 
people claim that the concept of this model is a negative and temporary juncture. On 
the other hand, other more sophisticated people argue that this model includes 
weaknesses. 
 The life span of a product seems to respond to the development of the tourism 
product and the democratization of vacations, where the tourist demand is addressed 
to lower-income strata of society and is depicted on the 4S model. This procedure can 
be viable, thanks to a record of profits which are attributed to mass production. The 
demand of 4S tourism product increased during a great number of years.  
This model of stable tourist development cannot be sustained. Furthermore, a 
rise in prices at the end of the life span of the product 4S is observed. This advantage 
tends to disappear for two reasons: A. The development conditions of the model 4S 
and B. The trouble production of the tourist service (Varvaresos, 2009). This 
procedure of the model 4S of mass tourism, not only does create a higher cost than 
before, but also the quality deteriorates gradually. What is more, a situation of 
saturation and decline is created. This model does not allow individualizational 
behavior, not even tourist preferences.  
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The best course of action in this case, especially when there is an economic 
crisis, is to adopt a long lasting model of tourist development, to follow the quality 
versus quantity and the diversification versus homogenization.  
Contrary to model 4S a new model of 4E is proposed. This model is focused 
on the following four variables:  
 Environment and clean nature. 
 Educational tourism, culture and history. 
 Event and mega event. 
 Entertainment and fun.  
 The main difference in relation to the previous model is based on the general 
concept which is formed with respect to tourism in the reception country 
(Varvaresos, 2009). Therefore, a procedure of replacement from one model to the 
other is essential fully or partly, slower or faster, taking the currency difficulties and 
the comprehension and adoption processes into consideration (Varvaresos, 2009).  
2.1.4 Alternative forms of tourism 
The negative impacts that the mass tourism can have, has guided tourism 
entrepreneurs, to consider adopting new and/or alternative forms of tourism. As such, 
sustainable tourism emerges as a reactive concept, seeking to eliminate the negative 
impact (economic-social-cultural-environmental) that might outshine the benefits 
tourism brings to host-communities (Bâc, 2013). This form of tourism aims to 
conservation of the nature and the protection of local culture, “the main difference 
between the old and new forms of tourism is the glide of the focus from the wellbeing 
of the tourist to the welfare of the community” (Weaver, 1998, p.31).  
The most accurate definition though for sustainable tourism comes by the 
Bruntland Report: “Sustainable development is one that meets the needs of the present 
generation without comprising the ability for future generations to meet their own 
needs”. This definition identifies basic principles of sustainability such as: 
 Takes a holistic approach to planning and strategy; 
 Protects the environment and man-made heritage; 
 Preserves the essential ecological processes; 
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 Facilitates and engages public participation;  
 Ensures that productivity can be sustained into the long-term future; 
 Provides for a better level of fairness and opportunity between different 
countries (Cooper et.al ,2008) 
Sustainable development in tourism is based on three pillars: economic 
development, environmental protection, socio-cultural development. Through them 
alternative tourism emerges in various forms, such as ecotourism-agrotourism-
gastrotourism-business tourism-marine-health-religious tourism.  
Ecotourism is a mode of tourism that emphasizes the careful selection of 
recreation sites, the nature-loving cultivation, the respect for local residents’ life and 
culture and the sharing of benefits with local residents (Liu et.al, 2013) 
Ecotourism has specific principles: it contributes actively to the conservation of 
natural and cultural heritage; it includes local communities in planning, development 
and operation activities and it contributes to their welfare; it involves complete and 
interesting explanations for visitors, regarding the natural and cultural resources. 
Ecotourism is an important educational component; it is a chance to learn respect for 
nature, for the local culture. Agro-tourism focuses mainly on nature in ways that lead 
to a better understanding and appreciation (Sambotin et.al, 2011). 
Gastronomy is the art of cooking good and tasty food. Gastronomy both upgrades 
the travelling experience of every tourist and attracts wealthy tourists of specific 
interest, the gastro-tourists. Tasty food plays a significant role in characterizing a 
destination as a first quality and motivates higher tourist expenses. (SETE, 2009) The 
popular gastronomic destinations plan, especially for tourists, a combination of 
products, services and activities, which promote the characteristic local products and 
dishes, the tradition of the place so as to offer the visitor a complete and unforgettable 
gastronomic experience during the journey. People who choose gastro-tourism are 
mainly of ages 30-64, wealthy, professional recognized, educated, adventure-lovers 
and interested in the culture of the destinations they visit (SETE, 2009)    
Spa and health tourism is a form of tourism which aims at the use of spas mainly 
for medical purposes. Health-tourism consists of two categories: the spas and the 
health resorts, where people go to cure and relax (Spathi, 2000).  
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Business-tourism is the activity of people who use the facilities and services 
which belong to tourist business for reasons related to their work environment. 
Business-tourism consists of:  
1. The general business-tourism 
2. The congress-tourism 
3. Motivation trips 
4. Trade-fair tourism. 
Business-tourism is a source of revenues, offers job opportunities and revives the 
tourist trade. Business tourists tend to spend more and contribute to the decrease of 
seasonality, since they travel the whole year. (Lazana, 2003)     
Religious-tourism is the form of tourism which offers the opportunity to the 
tourist, to gain access to the local religious wealth by visiting places of religious 
importance.  
Sports-tourism is every form of active and passive blending in sports activities 
where an organized or by chance participation takes place for professional or not 
reasons, provided that the tourist travels far from his residence or work  
(http://www.sports-tourism.com).  
Marine-tourism is orientated to the open-seas. This means that tourists satisfy their 
basic needs (accommodation, food etc) on board, which in this case, is a kind of hotel-
boat (Sfakianakis, 2000). The means to satisfy the marine tourist are the cruise-ships, 
yachts, sailboats and also the destination spots, harbor facilities and various services.  
There are a lot more forms of alternative tourism which all have the same 
objectives. We must not forget that tourism as a whole must be sustainable. The term 
should reflect a condition of tourism and not just a form. Mass-tourism, properly 
organized and controlled, can and must become sustainable (Bâc, 2013). 
2.1.5 Customer’s satisfaction in tourism 
In this section, customers’ perceptions and their role in determining tourism’s 
performance is analyzed, with an emphasis of customer satisfaction. A customer with 
positive perceptions about service quality is likely to report high levels of satisfaction 
(Caruana & Msida, 2002). Tourists nowadays know exactly what they want and 
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evaluate what they are offered. For tourist businesses to be effective and to succeed in 
making tourists revisit them, it is vital they be able to listen and solve their guest 
needs and demands. Kotler (2003) argued that customers experience to some extent of 
satisfaction or dissatisfaction with the service provided, and this psychological change 
influences their subsequent behavior.  
   
Figure 1: customer reactions to satisfaction/dissatisfaction.  
Source: Journal of service science-spring 2012, p.31  
Two elements are essential in the tourism industry system: product quality and 
human resources. In the economic life, the most successful organization is the one 
that is able to satisfy the needs of its customers and strives to maintain them satisfied 
(Marinescu & Ispas, 2011).  
Several models to measure customers’ satisfaction have been developed in the 
past. The most well-known is the SERVQUAL, developed by Parasuraman, Zeithaml 
and Berry, (1988). The model proposed that service quality is measured by five 
dimensions (reliability-assurance-tangibles-empathy-responsiveness). Reliability 
refers to an organization’s ability to perform the promised service dependably and 
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accurately; assurance refers to employees’ knowledge and their ability to convey trust 
and confidence (e.g. politeness, skills etc); tangible refers to an organization’s 
physical environment (e.g. facilities, equipment, cleanliness etc); empathy refers to 
employees’ willingness to provide individualised attention to customers (e.g. the 
flexibility of staff etc); responsiveness refers to employees’ willingness to help 
customers and to provide prompt services. The model is a useful management tool 
since it aims to identify the gaps between customers’ expectations and customers’ 
perceptions of the services. (Kouthouris & Alexandris, 2005)  
There are many arguments against this model, which support that it isn’t 
sufficient comprehensive. Ausbonteng et al. Concludes that “until there will appear a 
better model, but as simple, the SERVQUAL model will prevail itself as a measure of 
service quality”. (Marinescu & Ispas, 2011)  
Customers’ satisfaction can be a useful tool to business performance. 
According to Zeithmal & Bitner (2003), “satisfaction is the consumer fulfilment 
response. It is a judgement that a product or service provides a pleasurable level of 
consumption-related fulfilment”(p.86). (Kouthouris&Alexandris, 2005)  
2.2 GREEK TOURISM AND ECONOMIC CRISIS 
2.2.1 The contribution of tourism to the Greek economy 
 Tourism is an expenditure-driven economic activity. That is, the consumption 
of tourism is at the centre of the economic measurement of tourism and the foundation 
of the economic impacts of tourism and, therefore, understanding tourism 
consumption is essential for understanding tourism’s economic impacts. The World 
Tourism Organization (WTO) defines tourism consumption as “the total consumption 
expenditure made by a visitor or on behalf of a visitor for and during his/her trip and 
stay at the destination”. (WTO, 1999c20; Sharpley&Telfer, 2002) Tourism 
consumption always relates to people travelling and their expenditures for goods and 
services during their trip. 
 Greece, a country geographically spread on an archipelago of more than 2500 
islands; located at the south-eastern corner of Europe; on a crossroad to Africa and 
Asia; the homeland of Xenious Zeus, inevitably stimulated travel activity 
(Buhalis,2001) and as a result the tourism consumption. As Greece is the most 
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remote, peripheral, insular and poor economic region of the EU, it requires urgent 
strategic management actions in order to compete with alternative destinations and 
maximize the prosperity of the host population. (Buhalis, 2001) 
 Tourism is currently the most powerful and growing sector of the Greek 
economy, so it can contribute to the boost of the Greek economy. SETE 
(http://www.greektourism2020.gr/otourismosmasshmera.html?L=1) confirms that: 
 Tourism’s contribution to the GDP is steadily over 15% and, 
occasionally, has exceeded 18%. 
 Tourism creates employment that encompasses a wide range of activities 
and spans across different levels of knowledge and expertise, especially 
for young people and in regions. 
 One in five people living in Greece is directly or indirectly employed in 
the tourist sector. 
 Every euro spent in tourism leads to more than double secondary 
consumption in the rest of the economy.  
 We can see that tourism triggers overall economic growth in Greece. There is 
the direct contribution which is calculated to be consistent with the output of tourism 
sectors such as hotels, travel agents and recreation services that deal directly with 
tourists. There is also the indirect contribution which includes GDP and jobs 
supported by: 
 Travel& tourism investment spending 
 Government “collective” spending, which is made on behalf of the 
“community at large”. 
 Domestic purchases of goods and services by the sectors dealing directly 
with tourists-e.g. catering services, IT services etc. 
(World Travel & Tourism Council,2013)  
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Figure 2: Contribution of tourism in economy 
Source; WTTC-Greece, 2013 
 It must be admitted that tourism spans many economic sectors and offers a 
significant aid to the Greek economy. For a country though to effectively develop its 
tourism, it needs a national tourism policy to identify strategies for marketing, 
cooperation, infrastructure, human resources, community participation, investment, 
legislation etc. (Sharma & Olsen, 2005, p.367)   
2.2.2 The impact of the economic crisis on the Greek economy 
The economic crisis is the crisis of the economic policy and its choices 
deficiencies. It appears that three elements must be present in order to have a crisis: a 
triggering event causing significant change or having the potential to cause this; the 
perceived inability to cope with this change; and the threat to the existence of 
organizations (Keown-McMillan, 1997) as well as of tourists of the tourism industry 
(Henderson, 2006). Every crisis is unique displaying a remarkable range and variety 
(Henderson, 2006). Economic recessions can be analyzed under the headings of 
economic, socio-cultural and environmental when tourism has negative impacts in 
these fields (Henderson, 2006). Current recession hit Greece violently. Greece faces 
enormous debts, increasing unemployment rates and difficulties to promote the 
country’s image. 
The 2008 crisis forced world-economy to enter a recession period, as the 
dramatic fall of GDP shows. The situation got worse in 2009-2010 as tourist arrivals 
presented a significant drop. A new deal on 2011 restructures and cuts 50%of the 
debt. As a result there is a more stable atmosphere in Greece.  
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The combination of the economic and political crisis in Greece creates an 
explosive mixture and the legitimacy of the political system is questioned, as a 
significant part of the population identifies a democratic deficit in the management of 
the crisis and is confronted with a worrying image for the future (Lyrintzis, 2011).  
In 2012 however, the development has been quite encouraging. The 
contribution of tourism to Greek GDP amounted to 16.4%, while total employment in 
tourism (688000 jobs) corresponded to 18.3% of the workforce (SETE, 2012). 
Moreover, according to the World Economic Forum (WEF) in 2013, Greece was in 
the 32
nd
 position out of 140 countries included in the travel & tourism 
competitiveness index.  
 
 Figure 3: Basic figures of Greek tourism 
Source: SETE     
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Figure 4: 2012 performance indexes, Greece-competitors  
Source: SETE, Stat Authority, UNWTO, WEF 
2.2.3 Structural drawbacks & competitiveness of Greek tourism 
Despite the growth Greek tourism industry achieved, there are many 
drawbacks related to its function that do not manage to meet the needs of the market. 
Greece tends to gain an image of an unsophisticated, cheap sun-sea destination, 
failing to attract “high quality, high expenditure” tourists (Buhalis, 2001). 
Furthermore, lack of strategic and operational management or unawareness of 
marketing techniques in many cases cause problems. Seasonality of Greek tourism is 
also a drawback as offers short-term profitability and constant turnover of 
inexperienced personnel (see figure 89, Appendix 3).  
A main disadvantage is the oversupply of tourist businesses resulting into 
fierce price competition and failure to invest in long-term projects (Buhalis, 2001). 
Thus, Greek tourism depends on major tour operators, who control accessibility to 
Greece for promotion and distribution (SETE, 2005). Although, the infrastructure has 
been upgraded, especially after the Olympic Games in 2004, it is still incapable to 
support the growth of tourism during the summer period.  
Competitiveness of Greek tourism to other destinations, which offer similar 
tourism product to us and have the same consumers’ access as we have, is the most 
challenging difficulty to tourist businesses (see the next figure and figure 87, 
Appendix 3).  
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Figure 5: The competitive diamond in tourism-Adaptation of Porter's Model. 
Source: SETE, 2005  
There is a growing competitiveness among countries due to high costs, which 
force destinations to over-function and reduce prices, oversupply, which affects the 
balance between demand and supply and results in price-reduction, the features of the 
competitors, which defines the extent of competitiveness and finally demand growth, 
delay in demand growth means great competitiveness among destinations 
(SETE,2005).  
Main competitive countries against Greek tourism are countries such as Spain, 
Portugal, Turkey and Croatia. Turkey’s and Croatia’s development in tourism started 
later so arrived later at the peak of maturity in contrast to the others (see the following 
figure) (SETE, 2005). 
  
Figure 6: Tourist destinations' life span   
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Greece can manage to be a competitive destination and to transform 
drawbacks to advantages, through a consistent tourism policy based on professional 
development, focusing separately on different target markets and reposition of the 
tourism product in the international market with upgrading, differentiation and 
enrichment of the tourism supply (Hadjidakis, 2011, p.14). Greater promotion and 
distribution of the tourism product, as well as better planning (promoting of 
alternative tourism forms) and solving of problems (political unrest and strikes) will 
definitely boost tourism and consequently Greek economy (BMI,2013).  For more 
information, see SWOT analysis and figures in Appendix 3.    
2.3 Key studies and Research question 
The information above summarises what it has been written so far about crisis 
in tourism, how much customers’ satisfaction can boost it and alternative tourism 
which, according to cite studies, has become an important part of tourism. 
There are though some key studies we have to focus on. Eugenio-Martin & 
Campos-Soria (2013) suggest that GDP change affect tourism expenditure and as so 
GDP represents a key variable of international tourism demand. Nowadays, the GDP 
has declined by 7.3% in Greece, the foreign debt is 182.2% of the GDP, 
unemployment has soared to 16.3% and wages have been decreased by 30-40% 
(Kapiki, 2012). This suggest that Greek tourism is about to suffer significant losses. 
On the other hand tourism brings in revenues and means more jobs (Kapiki, 2012). 
Policy makers in Greece dropped prices and made the country less expensive for 
foreign visitors (Tuluc, 2012). The climate in Greece is another key determinant, as it 
may bring new opportunities for domestic tourism because it may improve its relative 
competitiveness with respect to international destinations due to new budget 
constraints (Eugenio-Martin & Campos-Soria, 2013).  
Tourism is a “good” relative to traveller’s needs and so customers’ satisfaction 
is a useful tool for its function. Larson&Glowa (2000) stress that customer 
satisfaction is the key component in building the brand equity, which, in the long-run 
it will translate into customer loyalty.  
With reference to Kobylanski (2012), customers agree on three elements which 
are important to them: the quality of the offer, described as an attractive destination 
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place, safety and price. Tourists tend to shop for value and they are willing to spend 
the money, provided they can justify the price by the quality of the offer and 
assurance of safety.  
Unfortunately, Greek tourism businesses do not implement systems that detect 
their clients’ needs. However, the absence of these systems is very possible to lead to 
the formulation of inefficient strategies (Karoulia & Tsionou, 2013).  
Sustainable tourism development means, along with the correct and complete 
evaluation of the touristic potential and change of attitudes, can win the battle with the 
current economic crisis (Albu & Nicolau, 2010). The need of a more sensitive form of 
tourism has led to the emergence of the alternative tourism, in which the aim is to 
minimize the environmental-social-cultural-economic costs, while maximizing the 
benefits. It is also an alternative to mass-tourism and its associated negative impacts 
(Kilipiris & Zardava, 2012). Tourism businesses can use alternative development as 
an opportunity to improve their competitive advantage in the market and by 
incorporating all the new trends; they can bring relevant new products to the tourism 
market (Kilipiris & Zardava, 2012). Alternative forms of tourism might constitute the 
future of tourism and tourism businesses are aware of its importance and of its 
benefits of tourism sustainable development, but due to the lack of cohesion with 
different institutions and governmental bodies involved in environment protection, 
they limit themselves to general tourist information about the environment without 
considering the specific features of a particular area or region (Albu & Nicolau, 
2010).  
There are also those who treat alternative tourism as an elitist activity for 
wealthy and highly educated groups and as a form of tourism that only spreads 
problems to unspoiled areas (Kilipiris & Zardava, 2012).          
Having read the above key studies conducted after the economic crisis, a gap 
was identified with regard to an integrated research on customers’ satisfaction 
associated with alternative tourism, as well as with regard to the impact of the 
economic crisis on Greek tourism. As such, it was assumed that a study capturing the 
perspective of Greek and foreign consumers, as well as of tourism businesses 
simultaneously, regarding the aforementioned issues, could shed light to this gap. I 
am inclined to believe that this study is able to provide insight with regard to the value 
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of tourism mainly in times of economic recession. Economic profitability, local 
prosperity and social equity can be gained in a country where tourism boosts. 
However, in order to confront the crisis situation, especially in a sector that could 
constitute the primary and perhaps, only sector, on which our country could rely on in 
order to be profitable and competitive, there is need to first carefully locate the 
problem, examine the situation and the degree of its impact and attempt to provide 
some suggestions to eliminate its negative consequences, while improving this 
promising sector. The above let me to the need to probe into the following research 
questions: “In what ways has the economic crisis affected the Greek tourism and 
whether Greece can face it through alternative forms of tourism and through customer 
satisfaction?”  Based on the above questions, the following study was performed.               
3 Methodology 
In this chapter, the methods used in the following study will be presented in order to 
determine how much Greek tourism is influenced in the era of economic crisis, how 
customer satisfaction is accomplished nowadays and the potential of alternative 
tourism.  A blend of quantitative and qualitative research methods was followed, in 
order to examine all the above areas, respectively, both from the tourists’ and the 
tourist businesses’ providers point of view.   
3.1 Survey- Interview design 
In order to be conducted, the survey was based on the design and construction 
of a questionnaire. There are two questionnaires, the main one addressed to Greek 
tourists and therefore initially conducted in the Greek language (however, in 
Appendix 1 you can find the English version). The second one is a short supplemental 
questionnaire intended to tap information regarding foreign tourists who have visited 
Greece and was conducted and distributed in the English language. At the next step of 
delivery, both questionnaires were distributed electronically through emails and social 
media and in a printed version.  Concerning the procedure followed, the 
questionnaires were uploaded on the online service of Google Docs so as to be 
ensured that the answers will be collected in a quick and trustworthy way, with the 
link attached to messages on the internet. The printed version was aimed to people 
that were not familiar with technology. The main questionnaire was distributed to 
approximately 1500 Greek tourists, out of which 749 responded which results in a 
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response rate of 49.9%. This research took place in the period between July-
September 2013. The sample selected randomly among Greek adults who tend to be 
tourists. The objectives of this questionnaire are to determine how economic crisis 
affected tourists and tourism in general, what is satisfaction for them, the satisfaction 
they gain from services and the potential of alternative tourism in relation to Greek 
tourism. The supplemental questionnaire was answered by 190 foreign tourists and 
was realized in the period between August-September 2013.  
Furthermore, interviews were conducted in which Greek tourist businesses 
participated. The interviews were based on a structured questionnaire (please see 
Appendix 1) in which businesses answered to 16 open questions with regard to their 
perception concerning the above fields that are examined in this study. This is an 
empirical research that investigates the real-life problems that face the tourism 
businesses in the recent years of crisis and their perception about customer’s 
satisfaction and alternative tourism. This is important to this study, not only to 
determine the above topics but also to compare them with the tourists’ perception. 
This qualitative research method was considered as the most appropriate method in 
order to gain the most information possible as the interviewees felt free to express 
their ideas. We made contact with about 45 enterprises operating in the tourist sector 
and in the end 32 of them were interviewed. Out of these 32 businesses, 15 are hotels, 
9 are travel agencies and the rest 8 are restaurants and café-bars in the tourist regions. 
These questionnaires are slightly differentiated according to the interviewee’s type of 
business. These interviews were materialized in a three month period (mid-July to 
mid-September 2013). Most of the interviews took place at the premises of each 
business and some of them were conducted through telephone or Skype as these 
businesses are located far away.  
The questionnaires 1 and 2 are accompanied by a short introductory letter, 
which describes the subjects examined by the questionnaire (For questionnaire 1:  
Greek tourism within financial crisis, the satisfaction of tourists and the prospects for 
alternative tourism). Additionally, the letter explicitly states that anonymity and 
confidentiality of all information provided is ensured and will be maintained as 
regards respondents and that the data collected will be used for statistical purposes of 
the current study exclusively. Concerning the qualitative questionnaire, all the 
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interviewees, at the beginning of every interview, are ensured that the anonymity and 
the confidentiality will be maintained.  
3.2 Measures 
The main questionnaire (Questionnaire 1) was divided into two sections. In the 
first section, there were fourteen questions. Furthermore, there were four sub-sections 
depending on the subject that is examined (seven questions related to economic crisis 
and Greek tourism, one concerns ways to be informed, four to customer satisfaction 
and two to alternative tourism). Out of the fourteen questions, the seven -particularly 
the first, second, fifth, sixth, seventh, tenth and thirteenth- were structured based on a 
Likert-type scale, two questions- four and eleven- were structured based on a ranking 
scale, two questions- eight and fourteen- are checklists and the rest three are multiple 
choice questions regarding the preferences in specific issues. In the Likert scale type 
questions, respondents were asked to rank the statements of each question. The 
statements of questions one, two, five and thirteen, are ranked on a scale of 5, from “I 
totally agree” to “agree”, “Neither agree nor disagree”, “disagree” and “strongly 
disagree”. For questions six, seven and ten, the respondents have the options 
“absolutely”, “very much”, “slightly”, “not particularly” and “not in the least”. In the 
ranking scale type questions the respondents were asked to classify the statements of 
each question - the fourth and the eleventh - on a scale of 1 to 5 with 1 representing 
their “1st choice” (most convenient and preferable respectively) and 5 representing 
their “5th choice” (least convenient and preferable respectively). The checklist 
questions ask the respondents to check the factors that apply to their opinion. In the 
second section there were four questions which represented demographic information 
such as gender (comprised of two categories), age (five categories), personal annual 
income (six categories) and level of education (four categories). The graphical 
descriptive statistics was judged to be the most suitable to present the collected data. 
Additionally, the responds of questions seven, nine and eleven will be presented at a 
demographic category.  
 With respect to the supplemental questionnaire (Questionnaire 2), the structure 
of the main question was based on the Likert scale as non Greek tourists are asked to 
grade the Greek tourist product (on a scale of 5) on the basis of the four following 
factors. These factors are the cost (1: very cheap to 5: most expensive), the quality of 
services and facilities (1: the lowest quality to 5: the best quality), the ability, 
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willingness and knowledge in services and the sightseeing (1: the poorest to 5: the 
best). Moreover, respondents are asked the number of times they visited Greece 
(comprised in four categories), the age group (three categories), the sex (two 
categories) and the country of origin.  
 With regard to the questionnaire in which interviews are based, all questions 
are open-ended. This structured questionnaire is divided into three research areas. Out 
of 16 questions (15 for the restaurants), 7 are related to economic issues, 7 deal with 
customers satisfaction and 2 discuss the alternative tourism.  
The above questionnaires were built on the bases of scientific journals, some 
books, reports from different organizations (e.g. GNTO, SETE, Business Monitor 
international etc) and past researches. The questionnaires were adjusted for the 
purposes of this research, based on general findings of bibliography and some past 
surveys’ questions which are adapted to our questionnaires’ requirements.  
Regarding questionnaire 1, questions 1-3 and 5-8 refer to economic matters 
and the economic crisis. Specifically the questions 1-3, 5 and 8 aim to indicate the 
respondents’ opinions and preferences about how affordable and competitive the 
Greek tourism product is, what Greeks choose for their accommodation, the aid the 
tourist product offers to Greek economy and the reasons for the crisis in tourism 
sector. The questions 6-7 aim to determine the effects of financial crisis to Greek 
tourists. These two questions are inspired from Euginio-Martin & Campos-Soria, 
2013; and all the above questions from the paper by Hadjidakis, 2011 p.10, 54; Kapa 
Research, 2008; Marc Research, 2007; and SETE, 2013. The question 4 aims to 
determine how preferable the different ways to organize vacations for tourists are and 
is taken from Kapa research, (2008).  Questions 9-12 refer to customer satisfaction 
issues regarding the perceptional quality of tourist services using the SERVQUAL 
model, the actual tourists' satisfaction from Greek tourism product and the importance 
of different factors of customer satisfaction. Question 9 was based on the work of 
Kouthouris & Alexandris, 2005; Liu et.al, 2013; Marinescu & Ispas, 2011. Question 
10 was adapted from Marc Research, 2007 and question 11 from Kapa Research, 
2008. The potentials of alternative forms of tourism are examined in questions 13-14. 
These questions based on: Bac, 2013; Kapa Research, 2008.  
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With regard to the questionnaire of interviews, in contrast to the above one, 
questions aim to identify the views of the tourism businesses for the above topics. The 
questions were adapted to fit those of the other questionnaire. Consequently the 
questions are based on the same papers with the addition of the website source 
(http://www.greektourism2020.gr/otourismosmasshmera.html?L=1) of SETE, the 
report for gastro-tourism by SETE (2009) and the paper of Kapiki (2012).    
4 Data Analysis 
In this Chapter of the dissertation, the data which were collected from 749 Greek 
respondents obtained from questionnaire 1, from 190 foreign tourists in questionnaire 
2 and from 32 interviews performed with Greek tourist businesses shall be presented 
and analyzed.  
The analysis begins with basic demographic information regarding participants. 
Next, the results of questionnaire 1 are presented. Then, the questionnaire’s 2 results 
are analyzed and finally the most important conclusions from the conducted 
interviews are presented.    
4.1 General profile of Greek respondents  
Regarding the “gender” aspect, out of 749 respondents, 49% were male (n=370), 
whereas 51% were female (n=379). Schematically the distribution of results is 
provided in Figure 7: 
      
Figure 7: Gender: Distribution of results  
Concerning “Age”, out of the 749 respondents, 23% belonged to the category of 
18-29 years old (n=171), 19% belonged to the category of 30-39 years old (n=141), 
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21% belonged to the category of 40-49 years old (n=156), 20% approximately 
belonged to the category of 50-59 years old (n=155) and finally the remaining 17% 
belonged to the category of 60 and above years old (n=126). Schematically the 
distribution of results is provided in Figure 8: 
 
Figure 8: Age: Distribution of results 
 
Regarding “Income”, out of the749 respondents, 17% had a personal annual 
income less than €5.000 (n=126), the 20% had an income between €5.001 to €12.000 
(n=150), 28% had an income between €12.001 to €20.000 (n=212),  the 21% had an 
income between €20.001 to €40.000 (n=157), 10% had an income between €40.001 to 
€60.000 (n=71) and finally the remaining 4% had an income equal or above €60.001 
(n=33). Schematically the distribution of results is provided in Figure 9:  
 
Figure 9: Personal Annual Income: Distribution of results 
 Regarding the “Level of Education”, out of the 749 respondents, 21% had 
completed secondary education (i.e. high school) (n=157), 23% had completed 
 
 
34 
 
technological education (i.e. technological institution) (n=175), 40% were holders of a 
bachelor degree (n=296) and the remaining 16% were holders of a postgraduate 
diploma and/or a Ph.D. title (n=121). Schematically the distribution of results is 
provided in Figure 10: 
      
 Figure 10: Education level: Distribution of results 
4.2 Questionnaire one: Responses from Greek tourists  
Regarding the statement that Greece is a cheap tourist destination, the majority of 
respondents (41%) aren’t certain whether Greece is a cheap destination or not. One 
out of four respondents believes that Greece is an expensive destination and 23% of 
them consider that Greece is a cheap tourist product. Only 11% of respondents 
consider that Greece is very cheap (9%) and that is very expensive (2%). 
 
Figure 11: Question 1: Responds  
Concerning the competitiveness of Greek tourism, 79% of the respondents 
surveyed replied that agree (46%) or totally agree (33%) that Greek tourism is 
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competitive compared to other Mediterranean destinations, 16% of respondents 
neither agree nor disagree and only 5% of them disagree (4%) or strongly disagree 
(1%).  
 
Figure 12: Question 2: Responds  
With respect to preferable accommodation, a large number of people (34%) 
prefer budget hotels to stay. Another 24% choose rooms to let, 18% of respondents 
surveyed prefer luxury hotels, 15% choose camping and only 9% prefer inns.       
 
Figure 13: Question 3: Responses   
The most convenient way to be informed when organizing ones vacation 
according to our research is the internet as 71% of respondents rank it at the first 
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choice. Travel agencies are ranked, most of the times, at second (30%) and third 
(24%) choice. Most people who answered this survey, ranked travel guides and 
magazines at the second (32%) and third (32%) choice. Finally, mass media and 
telephone lines for tourist information are ranked as the last choice by the majority of 
respondents (36% and 30% respectively). For further information see Appendix 3.           
 
 
Figure 14: Question 4: Responds   
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A large proportion of those who responded (62%) were of the opinion that 
economic crisis in Greece could be overcome by investing in tourism. 29% of 
respondents waver about this ambivalent view. The minority of respondents (9%) 
disagree with this statement.    
 
Figure 15: Question 5: Responds  
Observing the following figures, we can conclude that even though a great 
percentage (55%) of people asked stated that their income was affected very much, 
the money they spend on vacation was not as much reduced (46%). Respectively, 
despite the fact that only the 17% of people surveyed said that their income slightly 
affected, about one out of four (24%) slightly reduced their money on vacation. 
Generally speaking, most respondents choose to spend less on vacation than their 
income is affected.       
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Figure 16: Question 6:Responds 
 
Figure 17: Question 7:Responds 
For more insight, we can compare some demographic characteristics like 
gender and age to question 7 responds. Regarding gender, the differences between 
males and females are not considerable with the exception of “absolutely” (25% 
males and 16% females (9% difference) and “slightly” (26% males and 22%females).  
Concerning age, we observe that as the age rises people are more conservative about 
holyday expenses.  For more information see appendix 3.       
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Figure 18: Question 7 responses in relation to gender 
 
Figure 19: Question 7 responses in relation to age 
With regard to  the factors which are responsible for the negative effects on 
Greek tourism in recent years (2011-2012), as far as people surveyed are concerned, 
the most important factor is the poor quality of services and infrastructure (407 out of 
749 respondents checked this option). Other important factors refer to the inability to 
compete respective markets (387 out of 749), the international financial crisis (379 
out of 749) and higher prices (352 out of 749). The least important factor according to 
our research is the inadequate advertising campaign (205 out of 749).        
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Figure 20: Question 8: Responses  
CUSTOMER SATISFACTION   
Regarding the quality of tourist services, the most important factor is the 
reliability as one out of four of people surveyed (25%) has chosen this factor.  A 
significant percentage (23%) of those who responded believes that assurance is the 
most important one. Another 23 % choose tangibles (e.g. facilities, equipment, 
cleanliness etc.). Empathy is chosen by 15% of respondents. Finally, the rest 14% 
believe responsiveness is the most preferable.      
 
Figure 21: Question 9: Responses 
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Question 9 responses related to demographic characteristics show us how the 
subcategories of the sample react. Regarding gender, the differences between males 
and females are not considerable with the exception of “Reliability” (27% males and 
23% females). Concerning age, tangibles is chosen more by people between 18-29 
years old. The factor reliability is more popular with older people, especially with the 
age group ranging between 40-59. Assurance has a significant percentage overall, but 
the majority in age group of 30-39 (31%) believe that it constitutes the most important 
factor.  With regard to income, we observe that reliability and assurance concern all 
income levels. In contrast, tangible is more popular to lower income levels (€12000 
and less).  With respect to education level, we may conclude that as the level of 
education is rising, people consider reliability the most important and responsiveness 
less important. Tangible is more important for people with secondary education. For 
more detailed information please see Appendix 3.                 
 
Figure 22: Question 9 responses-Gender  
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Figure 23: Question 9 responses-Age 
 
Figure 24: Question 9 responses-Income 
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Figure 25: Question 9 responses-Education level 
What concerns question 10; most of respondents are slightly satisfied with the 
quality of services they receive by Greek tourist businesses (46%) as a general rule.  
A large percentage of people surveyed (28%), in general, are very satisfied. 22% is a 
less satisfied and only 4% is absolutely or not satisfied in the least.     
 
Figure 26: Question 10: Responses 
The most important element of customer satisfaction with reference to our 
research is the quality of services, as 51% of people ranked it as their first choice. For 
more tourists, the second most important motive to be satisfied is the low cost (31%). 
Good infrastructure is mostly ranked as the second (29%) or third (30%) choice. The 
 
 
44 
 
elements of trained staff and fun & natural beauties are mostly ranked as a least 
important and their percentage declines gradually as we proceed from the fifth choice 
to the first.  For more information see Appendix 3.     
 
Figure 27: Question 11: Responses 
If we relate first choice responses of question 11 to demographic 
characteristics, we may come up with some useful conclusions. Regarding gender, 
there are no significant differences between the two sexes. Concerning age, we may 
observe that older people are more concerned about the quality of services and less 
concerned about fun & natural beauties. With regard to income, we may conclude that 
as the financial status rises, the quality of services and the good infrastructure are 
considered more important. On the contrary, the low cost and the fun & natural 
beauties are becoming less important. With respect to education level, as the latter 
raises, the quality of services is considered more important (especially in master/PhD 
holders, 64%) and low cost is considered less important (especially for people with 
secondary education, 30%). For more information see Appendix 3.       
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Figure 28: Question 11 first choice responses-Gender 
 
Figure 29: Question 11 first choice responses-Age 
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Figure 30: Question 11 first choice responses-Income 
 
Figure 31: Question 11 first choice responses-Education level 
With reference to the fact that the number of wealthy tourists who have visited 
Greece in recent years declined, the majority of respondents (34%) believe that all the 
following factors (figure 26) are of equal importance. Furthermore, a significant 
percentage (27%) considers the poor quality of services and infrastructure in Greece 
as the most important reason. 21% of respondents support that the political instability 
in Greece is the main reason for this decline. The rest 18% believes that the frequent 
strikes and demonstrations or the inadequate security affects the arrivals of this kind 
of tourists.        
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Figure 32:  Question 12: Responses 
ALTERNATIVE TOURISM 
With respect to alternative tourism in Greece, most of people surveyed are in 
favour (83%) whereas people that are against it are few (4%). The rest 13% are not 
certain whether alternative tourism can be part of Greek tourism or not.    
 
Figure 33: Question 13: Responses 
In regard to specific alternative forms of tourism, the most promising form is 
the marine tourism as 533 out of 749 respondents checked this option.  The second 
most preferable choice is the gastro-tourism (488 responses), followed by the agro-
tourism/ecotourism (440 responses) and then the Business-Congress tourism (358 
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responses), the religious Tourism (230 responses), the health Tourism (226 responses) 
and finally the sports tourism (219 responses).        
 
Figure 34: Question 14: Responses 
4.3 Supplemental questionnaire two: Responses from non Greek 
tourists. 
A total of 190 tourists from different countries (mainly European), who made 
holidays in Greece, answered a short questionnaire about their opinion about Greek 
tourism. As concerns the demographics of this sample, we may observe that the 52% 
of respondents are male (n=98) and the rest 48% are female (n=92) (Figure 35). 
Regarding age, out of the 190 respondents, the 44% of them are 18-39 years old. Another 
44% are in the age group of 40-59. The rest 12% are older people 60 years old and above. 
With respect to the country of origin of people surveyed, respondents from 36 different 
countries answered to this questionnaire. The 10% of people who responded are Israelis 
(n=19), followed by Cypriots and Americans (9%, n=17) and then with 7% the Russians 
(n=14), 7% the respondents from United Kingdom (n=14), 6% Japanese, 6% Italians and 
the rest 46% is divided into 29 nationalities (Figure 37).              
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Figure 35: Questionnaire 2 Gender: Distribution of results 
 
Figure 36: Questionnaire 2 Age: Distribution of results 
 
 
50 
 
 
Figure 37: Questionnaire 2 Country of origin: Distribution of results 
Only the 21% of people surveyed have been only once in Greece. The rest 
79% have visited Greece more than once, with the majority of them (34%) more than 
three times.  
 
Figure 38: Questionnaire 2, Question 2: Responses 
 
 
51 
 
At the main part of this questionnaire, we asked respondents to grade Greece 
on the basis of the factors below. With reference to the cost, almost the half of the 
foreign tourists (47%) responded that Greece is neither cheap nor expensive for them. 
One out of four believes that Greece is an expensive destination and the 22% consider 
Greece as a cheap one. Only the 6 % supported that Greece is very cheap or very 
expensive destination (Figure 39). In regard to quality of services and facilities, 
moderate quality is the most popular answer (45%). A significant percentage (37%) of 
respondents considers that the quality of services is good.  The quality is considered 
poor by the 16% and no one believes that the quality is the lowest (figure40). 
Concerning the ability, the willingness and the knowledge in services of people 
related to the Greek tourism, almost half of people surveyed (48%) answered that all 
of these are on a good level. Another 33% believe that the level is moderate and only 
3% supported that all these are at the poor or the poorest level (Figure 41).  Finally, as 
concerns sightseeing, the vast majority (78%) considers it as the best (Figure 42).      
 
Figure 39: Questionnaire 2: Question 1-Cost  
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Figure 40: Questionnaire 2: Question 1-Quality of services and facilities 
 
Figure 41: Questionnaire 2: Question 1-Ability-Willingness-knowledge in services 
 
Figure 42: Questionnaire 2: Question 1-Sightseeing   
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4.4  Interviews with tourist businesses  
 In total, 32 enterprises, which are related to tourism sector, were interviewed. 
15 out of 31 businesses are hotels, 9 are tourist agencies and 8 are restaurants and 
café-bars in touristic areas.  The interviews are divided into three main areas, the area 
of economic crisis, the area of customer satisfaction and the alternative forms of 
tourism. Until now, we analyzed the above areas from tourists’ point of view through 
questionnaire 1. Now we may observe the businesses’ views. As we refer above, we 
discussed with the managers of these firms who expressed their experience. From 
now on, everyone interviewed would call them manager 1-15 for the hotels, Agent 1-
9 for the travel agencies and r_manager 1-8 for restaurants and café-bars. The 
interviews ware anonymous since anonymity and confidentiality of respondents and 
all information provided was ensured to respondents at first hand and since 
respondents were informed that the information they would provide would be used for 
the purposes of the current research exclusively. In the following table, we can see the 
features of these enterprises. For the questionnaire and the entire interviews, please 
see Appendix 2.  
 
Table 1: Features of interviewed enterprises. 
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4.4.1  Economic crisis in tourist business 
  On the whole, the touristic sector has been affected very much by the 
economic recession in Greece. 
Hotels 
  Generally speaking, the turnover of the hotels has declined around 30% in 
recent years, as the most of the managers said. Exception to this is the luxury hotels in 
the Greek islands (e.g. Santorini, Mykonos etc) that have an upward trend in turnover. 
The reservations, especially from Greek tourists, have fallen about 25%. In Athens 
this problem is more intensive (up to 40% decline) because of the deterioration of 
downtown. In the islands’ region the reservations are increased, especially from 
tourists coming from Russia, Balkan countries etc. All the managers believe that this 
year was better than last year.  
 The cash flow of hotels has significantly been affected, mainly due to delay of 
repayment by the tourist agencies. Furthermore, customers require quite big 
discounts. To address this liquidity problem, all firms not resorted to loans because 
they are unadvisable at this time. Most hotels cover this problem with their own 
resources. Some small hotels take part in one of the EU subsidy programs.    
 Most hotels have followed conservative policy which is related to the 
reduction of the staff and the general expenses, with the exception of luxury hotels 
which try to avoid it to evade affecting their image. Concerning the business model of 
the enterprises, some companies try to follow a more economic policy by lowering 
prices and providing the same quality of services. Other firms continue the same 
model (mainly luxury hotels) as they consider it successful. Some small hotels try to 
make amends by renovating the facilities and premises to show a more attractive 
image and pay more attention to reservations through internet. Apart from individual 
customers, most major hotels partnering with large tour operators (e.g. TUI, Thomas 
Cook etc) and the smaller ones with touristic agencies from eastern Europe, Greece, 
Middle east etc.                   
Travel Agencies 
 The majority of the agencies supported that their turnover has declined by 
around 25%-30%. The Agent 8 mentioned that the decline is more than 50%. 
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Bookings fell sharply with respect to the outbound tourism. Regarding inbound 
tourism, bookings are reduced to a lesser extent in continental Greece and especially 
in Athens. On the other hand, in islands the bookings have increased.  
 To an extent, the cash flow of travel agencies has affected but not so much as 
to create serious liquidity problems. Agent 1 said that shipping companies ask the 
agencies to have money in a special account as security. Agent 5 said that hotels 
demand to be paid in cash and sometimes a part of payment in advance. In addition, 
many customers ask for credit for their repayment. All these things create a need for 
cash and as agent 1 supports, a loan is essential in order to have cash. Nowadays 
though its very hard for agencies to take a loan.  
Few follow a conservative policy but all of them changed their business model 
mainly aiming to technology by creating booking sites and using websites like 
“Group-on” to promote their product. Agent 5 uses mostly all inclusive programs to 
be competitive and Agent 8 is inclined to business-congress tourism.    
Restaurants-cafes 
 Most of the enterprises present around 20% reduction in turnover because 
customers are not willing to spend a lot when eating out. All managers believe that the 
reduction of VAT from 23% to 13% will help them to boost their profits and become 
more competitive. R_Managers 6 and 8 commended that this measure want help them 
to lure new customers. Some of them adapted a conservative policy, as R_Manager 2 
said fewer expenses, employees and greater economy in ingredients.     
4.4.2  Customer satisfaction and tourism   
Customer satisfaction is very important for the tourist enterprises in order to 
survive in this sector.  
Hotels 
 Most of hotel managers said that not have redundancies, simply do not make 
new hires and have frozen wages.  There are though those who admitted (Manager 4 
and 10) that have reduced their staff. All of them try not all the above measures to 
affect their quality of services  by either working harder or hiring seasonal staff 
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(Manager 13). Manager 6, however, supported that the quality of services in his hotel 
has risen in recent years.  
 Regarding the quality of services and how the customers perceive this, the 
majority of managers believe that the most important factors (SERVQUAL model) 
are the cleanliness, the facilities etc (“Tangibles”). Other important factors, according 
to managers, are the reliability, the responsiveness and the courtesy. Additionally, 
Managers 3 and 13 emphasize more on the personalized services and the 
understanding of the customers’ needs (“Empathy”).  
 All the hotels are trying to reach out and satisfy their customers by lowering 
prices and offering the same quality of services (Value for money). Secondly, they try 
to renovate their facilities and employ well trained staff.  All managers aim at 
established customer base without excluding new customers. Some hotels promote 
reward programs for regular customers (Managers 4 and 11).  
   Managers believe that the number of wealthy tourists who visited Greece has 
decreased in recent years in country as a whole. This kind of tourists prefers specific 
destinations (mainly islands) and avoids Athens. According to them, this is a result of 
political instability and the frequent strikes and demonstrations. Furthermore, they 
supported that in this sector exist some non professional businesses. This leads to poor 
quality of services. There was always lack of professionalism in many tourist 
businesses, but the economic crisis has highlighted the problem.    
Travel Agencies 
 Most agents have not reduced their staff, other than Agent 4 and 8. Agent 8 
closed one of his stores. All argue that the quality of their services has not affected. 
With reference to these agents, quality for their customers is the immediate service of 
everything occur   (Responsiveness) and the reliability. Agents 5 and 9 provide 
personalized services (Empathy). Agent 1 said that assurance is very important.  
 Like hotels, agencies try to cut prices given the quality so as to be competitive 
(Value for money). Agent 9 provides greater variety of products (e.g. alternative 
touristic products) in order to lure customers. The main priority of all agents is the 
creation and satisfaction of a steady clientele.  
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 Agents agree that wealthy tourists who visited Athens are fewer than few 
years ago. This type of tourists prefers other destinations (mainly the islands). Agent 5 
said that the quality of tourists who visit Greece has become poor and that the product 
“Greece” not meets the expectations of a rich client. According to agents, all the 
above are the result of poor infrastructure, the exploitation of tourists from some 
businesses, the strikes and the political instability. Agents feel that there was always a 
wrong mentality among some tourist businesses. The crisis, however, aided to 
minimize this phenomenon.  
Restaurants-cafes 
 Restaurant managers consider that quality for their customers is the 
cleanliness, the prompt service (Responsiveness) and the reliability. The Restaurants 
and café-bars not only offer good services, ingredients and reduced prices but also 
they try to attract people with various activities like “happy hours” where they offer 
drinks and dishes in reasonable prices. 
4.4.3  Alternative forms of tourism 
All hotels and travel agencies believe that Greek tourism will be helped and 
the Greek tourist product will be diversified by alternative tourism in the future.  
Travel agencies and hotels (mainly those out of the big cities) promote many different 
forms of tourism apart from the classic form (sea and sun). Most of the hotels out of 
the cities promote sports and marine tourism and the hotels in the cities mainly 
promote the business-congress tourism. Agent 5 promotes gastro-tourism as Crete has 
a tradition in the Mediterranean diet. Many agents offer ecotourism and agro-tourism 
packages. Agent 8 and Managers 11, 12 and 13 promote religious tourism by offering 
excursions to monasteries. Manager 8 supports health tourism as the hotel is located 
near natural spas.       
     All the R_Managers agree that gastro-tourism has great growth potentials 
in Greece as the good food is of everybody’s interest. Since the gastro-tourism 
expresses the local culture, tourists tend to try local delicacies and beverages.    
5 Discussion of Findings 
 In this chapter, the key findings of the above study are presented to determine 
how Greek tourism is affected in the era of economic recession in Greece and how 
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this can be faced through customer satisfaction and the potential of alternative 
tourism. All the above findings and evidence are presented and compared from the 
tourists’ and businesses’ point of view. Moreover, a comparison to past studies in 
order to compare, interpret and contrast current findings with existing literature is 
realized.  
The main findings of this research are the following.  
First, most of the tourists (41%) believe that Greece is neither cheap nor expensive 
as a tourist destination. This is consistent with the opinion of foreign tourists, since 
almost half of them (47%) believe the same thing. This is an important finding, 
because price is an important factor in luring new tourists and more tourists means 
more money for the Greek economy, new job openings, thus reduced unemployment 
rates, etc. The above findings contrast to the research of Marc (2007), in which the 
majority of respondents state that Greece is an expensive destination in relation to the 
quality offered. This looming fall in prices is in line with what the businesses’ 
managers supported in their interviews. This reduction, in combination with the 
decrease of occupancy rate, leads to the drop of the turnover (20%-50%) that most of 
the tourism businesses have experienced. The study of Kapiki (2012) for 5*hotels 
shows a lower drop in occupancy rate and revenues in 2010 in contrast to the results 
of our study which carried out in 2013. Furthermore, the travel agents support that the 
demand for outbound tourism has fallen dramatically. The inbound tourism has been 
affected to a smaller extend.               
The vast majority of respondents (79%) consider that Greece is competitive in 
tourism. According to SETE’s data (2013), Greece is ranked at the 32nd position 
globally and third among the respective markets in terms of competitiveness. These 
data are in line with the tourists’ opinion, as Greece lies high in the tourism 
competitiveness list, although there are direct competitive countries (such as Spain 
and Turkey), which are ranked considerably higher in terms of arrivals and receipts 
(SETE, 2005). Furthermore, the emerging tourism market of Croatia is competing 
aggressively the Greek market (SETE, 2005).     
A great percentage of the tourists that responded, organize their vacations via the 
Internet. Moreover, a significant amount of people turn to travel agents and guide 
books. These findings are in contrast to the past research of Kapa (2008), in which 
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travel agents and guide books were considered as more preferable means. It is obvious 
that tourists, in recent years, increasingly turn to the Internet to organize their 
vacations. Tourism businesses (especially the travel agents), as demonstrated through 
the interviews, are trying to take advantage of this change in preferences and aim to 
transform their business model to one that is more orientated to internet-based 
operations.    
In addition, the majority of tourists (62%) are of the opinion that investment in 
Greek tourism would help the Greek economy to develop and overcome the recession. 
In the research of Kapa (2008), the vast majority of people (more than 80%) consider 
tourism as an important industry that may boost the Greek economy. This 
consideration has been weakened, nowadays, due to the crisis. The SETE’s data 
(2013) confirm that the most powerful and growing industry of the Greek economy is 
tourism as its contribution to the GDP is over 15% (16.4% for 2012) and tourism 
boosts the employment and the secondary consumption in the rest of the economy.   
Although the income of the vast majority of tourists (79%) has reduced greatly in 
recent years of crisis, the rate of reduction on the vacation expenses is lower. A 
finding in the study of Eugenio-Martin & Campos-Soria (2013) states that tourists’ 
decision in cutting-back their travel expenditures depends on the rate of reduction of 
the GDP growth and how mild a climate is. According to the above study it is odd that 
Greece although having negative GDP growth and good climate, one would expect to 
find a greater rate of reduction in Greek tourists’ travel expenditures. Furthermore, 
females and older people are more conservative with regard to travel expenses. This 
finding is consistent to the above study concerning gender. Regarding age, there is a 
difference as the above study concludes that younger people are more conservative 
and thus less flexible with regard to pricing options. The above rate of reduction is 
lower because, as the interviewed businesses supported, all the businesses adapted 
their prices to the tourists’ consuming abilities. In order to apply this redefinition of 
prices, many businesses followed a conservative policy, which includes reduction of 
staff and general expenses. This escalation of prices in combination with big 
discounts, the delay of payment to hotels by the travel agents and the over-taxation, 
have led to liquidity problems (mostly in hotels), leading the majority of hotels to 
address these problems with their own resources.       
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According to tourists, the poor quality of services and infrastructure, in 
combination with financial crisis and the inability to compete respective markets are 
the main reasons for the crisis in Greek tourism in recent years. This finding is 
important because it gives us an indication of the reasons that provoked the recession 
on Greek tourism, since its performance, in the years of crisis, has been the worst of 
the decade (Hadjidakis, 2011, p. 25). The main inference of the above findings and 
the findings of the interviews is that the economic crisis alone did not create this 
recession in tourism, but it has been the combination of the above factors that has 
provoked it. The interviewed managers confirm that the crisis highlighted the lack of 
professionalism by some businesses (e.g. poor quality of services etc) and support that 
this kind of businesses can’t survive nowadays, but are rather sentenced to leave the 
industry.  
An additional important finding arising from the interviews is that the reservations 
have fallen considerably in Athens in contrast to other places (islands). This finding is 
consistent to SETE’s data, according to which the average stay time of a foreign 
tourist in Athens has fallen from 2.6 days in 2004, to 1.8 today and the average 
occupancy in hotels has fallen by 32% and does not exceed 55% of occupancy. 
Another finding from the interviews regarding the reasons of the above reduction in 
Athens (especially regarding wealthy tourists) is that political instability, strikes and 
demonstrations, combined with poor service-quality and infrastructure, are among the 
primary reasons for wealthy tourists’ expectations not to be sufficiently met. These 
findings were expected to a degree, provided that the findings from Hadjidakis’s book 
(2011), which refers to the reasons Athens faces a reduction in arrivals, are similar. 
This demonstrates us the inability of the Greek government to face these problems 
during the past three years. Concerning inbound tourism to island destinations like 
Crete, the reservations are at a good level, but in order to have occupancy, businesses, 
reduce significantly the prices through “All-inclusive” packages. This finding was 
expected because of the downward pressure on prices by tour operators that Greek 
tourism is depended on (Falzon, 2012). As a result, lower-income tourists are 
attracted, which is not profitable for the Greek tourism.       
Using the elements of the SERVQUEL model, it may be concluded that the most 
important element of service quality for the hotels is the “tangibles” (cleanliness, 
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facilities etc), followed by the reliability and the responsiveness, whereas for the 
travel agents the reliability and the responsiveness are the most important elements. 
On the other hand, the tourists agree with the businesses with the exception of 
responsiveness, which appears less important for tourists. The above results provided 
evidence for the value of the SERVQUAL model, as they suggest that this model is 
able to measure the service quality in tourism and evaluate its abilities. Some studies, 
however, point out that quality is perceived differently in different parts of the world, 
so the model must be completed with more elements (Marinescu & Ispas, 2011) or 
that organizations did not utilize specially-designed methods of customer satisfaction 
evaluation (Kobilansky, 2012) or that the context-based measure of service quality 
should be developed to successfully measure service quality (Kouthouris & 
Alexandris, 2005).   
Another finding is that tourism businesses in order to lure and satisfy tourists, 
lower their prices, while providing almost the same quality of services (value for 
money), but focus more on the price. On the other hand, the tourists focus mainly on 
the quality of services and at a next level on the price. The above finding is consistent 
with Kobylansky‘s (2012) study. This difference may be attributed to the lack of 
measurement of the level of customer satisfaction by businesses as Kobylansky 
(2012) also argues. The above difference may have provoked the reduction in the 
level of tourists’ satisfaction by the tourism businesses over the last 6 years (in the 
period 2007-2013). This can be determined by the comparison of this research with 
Marc’s research (2007).  
Almost all tourism businesses and tourists realize how useful the alternative forms 
of tourism could be to Greek tourism. The study of Kilipiris & Zardava (2012) is 
consistent with this finding, as the alternative tourism may diversify the tourism 
product to raise its competitiveness.     
  Finally, with regard to different sectors of tourists, the most preferable form of 
alternative tourism for Greek tourists is the marine tourism, followed by gastro-
tourism, agro-tourism and business tourism. In contrast to that, the Kapa research 
(2008) indicates that the marine tourism is less preferable, whereas health tourism 
appears more preferable. This difference shows that tourists’ preferences change 
perhaps due to the fact that the ministry of tourism focuses more on marine and gastro 
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tourism. The reason for that is that marine tourism is a source of significant public 
revenues for Greece (Diakomihalis, 2012) and gastro-tourism provides benefits both 
in quantity and quality of tourists that visit Greece (SETE, 2009).    
The existing body of literature and studies around tourism are informed by the 
above findings, as these findings indicate the perceptions regarding Greek tourism, 
both from the side of tourists and from the side of tourism businesses, regarding the 
above study areas after almost six years of recession. This constitutes a key 
contribution of the current study at the theoretical level, while it provides key 
guidelines to practitioners, tourist businessmen and policy makers in order to shift 
their efforts and resource allocation as to the appropriate moves regarding the 
development of Greek tourism. As such, the study adds value at the managerial level 
as well. Tourism businesses may have to implement a more effective measurement of 
tourists’ satisfaction level in order to gain a better insight and to try to adapt their 
policy to the tourists’ needs. Furthermore, the best course of action to achieve 
sustainability in tourism is to promote alternative forms of tourism both by the state 
and the tourism enterprises. 
6 Limitations & Future Research Directions 
The current study is not without limitations. With regard to the main research 
instrument of the study, pertaining to the first questionnaire that was distributed, a 
limitation may be the fact that this questionnaire was designed to capture the opinion 
of Greek tourists about the Greek tourism as a whole, not regarding a particular 
specific sector of it. Relying on capturing respondents’ opinions as to some aspects of 
Greek tourism only, containing only a limited set of variables examining the tourism 
sector.  As such, generalizability of results constitutes a limitation. This is further 
reinforced by the particular context (Greek) where the study took place. Similar 
studies in other contexts might have demonstrated different findings.   
Sample size was also an issue. With respect to the second questionnaire, which 
was addressed to foreign tourists, the sample could be larger and more focused on 
tourists of particular nationalities that are the target markets. This questionnaire could 
be enriched with further questions similar to the Greek tourists’ questionnaire in order 
to play a more significant role to this study.   
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With regard to the qualitative part of this research, the number of interviewed 
tourism businesses is sufficient, yet could be larger. However, these businesses could 
be more geographically spread as there wasn’t a chance to perform interviews in 
touristic regions like Ionian Islands, Peloponnese and Dodecanese.    
Future studies are to be carried out to examine the same topics mentioned in this 
study, separately for each Greek region that would allow for further comparative 
study and analysis. This is due to the vast difference that was identified in this study, 
mainly between the islands and the big cities. Another interesting issue that would be 
examined by future studies pertains to tourists’ satisfaction in the era of economic 
crisis regarding each form of alternative tourism.   
7 Conclusions 
Despite the several problems that tourism businesses and tourists face (such as 
financial and lack of professionalism), the Greek tourism may recover as tourists tend 
to decrease their tourism expenditures to a smaller extend compared to their income 
decrease and the tourism enterprises tend to adjust their business model, in terms of 
prices and operations, according to today’s challenges of the business environment.  
Nowadays, tourism enterprises are inclined to focus on the prices with the 
highest possible quality, however, they should equally focus on the quality with the 
lowest possible price in order to lure higher-income tourists. In the end, the number of 
tourists who visit Greece is not the most important factor for Greek tourism, but what 
matters most is the amount of money they spend in Greece. As a solution to this issue 
could be the reduction of the number of “All-inclusive” packages. This can be 
achieved only by reducing the dependence of enterprises on tour operators. Personal 
contact and customer satisfaction are the ways to attract repeaters and so we can 
evade tour-operators.   
As the traditional Greek tourism product and experience (sea, sun, sand, linkage 
to tradition), in its life cycle, is in the phase of maturity and is ready to enter the phase 
of decline and since this kind of product is also successfully adapted by competitive 
countries (Turkey, Croatia etc), whose product is in the earlier stages in the life cycle, 
the Greek tourism product must diversify to gain competitiveness.  
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The contribution of tourism leads to economic recovery and can also secure a 
country’s economic prosperity. It is essential we ensure profitability to those involved 
in Greek tourism by achieving cooperation between businesses and government, 
while it is essential for policy makers in Greece to target a high quality, upgrading and 
genuine tourism product.  
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Appendices 
Appendix 1: Questionnaires  
Greek tourists’ questionnaire one 
ANONYMOUS QUESTIONNAIRE 
Subject: GREEK TOURISM AND CRISIS 
Dear Sir/Madam, 
My name is Nissim Mevorach. This questionnaire is about my MSc thesis in the 
International Hellenic University.  
The issues that are examined in this questionnaire are the Greek tourism in the 
economic crisis, the tourists' satisfaction and the perspectives of alternative forms of 
tourism. 
Anonymity and confidentiality of all information provided is ensured and will be 
maintained as regards respondents and the data collected will be used for statistical 
purposes of the current study exclusively.  
Thank you for your time! 
*Required 
1. Greece is a cheap tourist destination. * 
I totally agree  
Agree  
Neither agree nor disagree  
Disagree  
Strongly disagree  
 
2. Greece could be competitive to other Mediterranean destinations. * 
I totally agree  
Agree  
Neither agree nor disagree  
Disagree  
Strongly disagree  
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3. What kind of accommodation do you prefer on vacation? * 
Luxury hotels  
Budget hotels  
Inns  
Rooms to let  
Camping  
PROVISION OF INFORMATION 
4. Below, you can find different ways to be informed in order to organize 
your vacations. Put them in order from the most convenient (First choice) to 
the least convenient (Fifth choice). * 
 
First choice 
Second 
choice 
Third choice Forth choice Fifth choice 
Internet      
Telephone 
lines for 
tourist 
information 
     
Travel 
agencies      
Mass media      
Travel guide 
books and 
magazines 
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ECONOMIC CRISIS 
5. The main route out of the economic crisis in Greece is investing in tourism. * 
I totally agree  
Agree  
Neither agree nor disagree  
Disagree  
Strongly disagree  
 
6. How financial crisis affected your income? * 
Absolutely  
Very much  
Slightly  
Not particularly  
Not in the least  
 
7. Did you reduce the money you spend on vacation? * 
Absolutely  
Very much  
Slightly  
Not particularly  
Not in the least  
 
8. Check according to your opinion which of the below factors affected the Greek 
tourism negatively. * 
International financial crisis  
Unable to compete respective markets  
Higher prices  
Inadequate advertising campaign  
Poor quality of services and infrastructure 
  
CUSTOMERS' SATISFACTION  
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9. What is the most important of the following factors concerning the quality of 
tourism services? * 
Tangibles (Facilities, cleanliness etc)  
Reliability  
Responsiveness  
Assurance (Knowledge, Courtesy and ability to establish confidence)  
Empathy (Personalized attention and understanding of customer needs)  
10. Are you satisfied with the quality of services you receive in Greek tourism    
businesses? * 
Absolutely  
Very much  
Slightly  
Not particularly  
Not in the least  
11. Below, various tourist satisfaction factors are presented. Put them in order 
from the most important (First choice) to the least important (Fifth choice). * 
 
First choice 
Second 
choice 
Third choice Forth choice Fifth choice 
Quality of 
services      
Low cost      
Good 
infrastructure      
Trained staff      
Fun and 
natural 
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First choice 
Second 
choice 
Third choice Forth choice Fifth choice 
beauties 
12. What is the most important factor that Greece fails to attract wealthy tourists 
in recent years? * 
Poor quality of services and infrastructure  
Inadequate security  
Frequent strikes and demonstrations  
Political instability  
All of the above  
 
ALTERNATIVE TOURISM 
13. In the future, Greek tourism can be helped by alternative forms of tourism. * 
I totally agree  
Agree  
Neither agree nor disagree  
Disagree  
Strongly disagree  
 
14. According to your opinion, which of the following alternative forms of 
tourism have the best perspectives? * 
Agrotourism- Ecotourism  
Gastrotourism  
Religious Tourism  
Sports Tourism  
Marine Tourism  
Health Tourism  
Business- Congress Tourism 
  
DEMOGRAPHICS  
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15. Gender: * 
Male  
Female  
 
 
16. Age: * 
18-29  
30-39  
40-49  
50-59  
60 and above  
 
17. Personal Annual Income: * 
Less than €5000  
€5001 to €12000  
€12001 to €20000  
€20001 to €40000  
€40001 to €60000  
More than €60001  
 
18. Level of education: * 
Secondary education  
Technological education  
Holder of a university degree  
Holder of a master degree / PhD  
 
Thank you for your participation in this survey!! 
 
Foreign tourists’ questionnaire two 
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Anonymous Questionnaire 
Dear sir/ madam, 
 My name is Mevorach Nissim. This questionnaire is about my MSc thesis regarding 
Greek tourism. Anonymity and confidentiality of all information provided is ensured 
and will be maintained as regards respondents and the data collected will be used for 
statistical purposes of the current study exclusively. I would be grateful if you spare 
some time to answer it for me. Thank you for your time!  
*Required 
1. Grade Greece as a tourist destination from 1 the lowest to 5 the highest mark. 
On the basis of the following factors: * 
 
1 2 3 4 5 
The cost (e.g. 
1 very cheap 
to 5 most 
expensive) 
     
Quality of 
services and 
facilities (e.g. 
1 the lowest 
quality, 5 the 
best quality ) 
     
Sightseeing 
(e.g. 1 the 
poorest, 5 the 
best) 
     
Ability, 
Willingness 
and 
knowledge in 
services (e.g. 
1 the poorest, 
5 the best) 
     
2. How many times have you been in Greece? * 
Once  
Twice  
Three times  
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More than three times  
3. Country of origin: * 
 
 
 
 
4. Gender: * 
Male  
Female  
 
5. Age: * 
18-39  
40-59  
60+  
Thank you for your participation in this survey!! 
Appendix 2: Interviews  
Hotels 
Questionnaire 
Economic crisis 
1. How much your turnover was affected in the recent years of recession? 
2. How much the bookings were affected in the recent years of recession? 
3. How much the liquidity of your business was affected in the recent years of 
recession? 
4. Were you ever obliged to follow a conservative policy or to redefine your 
business model? In which way? Please explain. 
5.  Do you find it difficult to be paid by your customers? 
6. Have you ever resorted to a loan and if this is true, how this was possible as 
the cost of loaning has risen dramatically? 
7. Do you cooperate with travel agencies in Greece or abroad, or even some 
airlines or sea-lines? 
Tourists’ satisfaction  
8. Have you reduced the number of your staff? If this is true, is it affected the 
quality of your services? 
9.  According to your opinion which services do your customers consider quality 
services and is this the same after the recession? 
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10. Customers differentiate from one year to another (especially their economic 
potentials). What do you do in order to be compatible with their preferences? 
11. What are the main motives you aim to in order to lure and satisfy your 
customers? 
12. Is your target to invest on regular clientele or this is not a priority for you? 
13. Do you think that the number in arrivals of high-income tourists has reduced 
and if this is true, what factors led to this situation?  
14. In your opinion the economic problems in tourism exist because of the 
economic crisis or there is also a wrong-established mentality among the 
owners of tourism businesses? 
Alternative tourism 
15. Do you feel that the various forms of alternative tourism would be able in the 
future to become a source of income for Greek tourism? 
16. Do you promote some form of alternative tourism in your hotel?      
Responded businesses’ answers 
Table 2: Interviews with hotels: 
Question Answer 
Manager 1 
1 The turnover in our hotel has reduced to 50%. 
2 We have a significant fall in our bookings (up to 40%). 
3 We have a real problem of cash liquidity, which we try to face. 
4 Of course. We follow a conservative policy in contrast to the previous years, 
redefining our primer model on the basis of an inexpensive policy and an 
organizational strategy. 
5 We didn’t have these kinds of problems till now. 
6 We manage to avoid any kind of loan, even though we face a lot of difficulties. 
7 We cooperate with small tourism agencies in and out Greece. 
8 We didn’t reduce our staff and so our quality remains the best. 
9 The customer asks for cleanliness, facilities, willingness and reasonable prices in 
a budget hotel that we represent. Prices became lower even more after the crisis. 
10 Reasonable prices without lowering the services. 
11 We aim to the reliability of our hotel, to the competitive prices and to our staff’s 
quality services. 
12 We have standard clientele, Greek and foreign people (Mainly English). There 
are many customers who constantly come in our hotel for a long time to cover 
their business needs. This doesn’t mean of course that we are not interested in 
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new customers.  
13 This is true but mainly happens in Athens the last four years and not to the other 
tourist destinations. The only thing the government succeeded in, was to 
downgrade the centre of Athens. We are forced to pay for private security for our 
customers’ safety. Another reason is the airport “Eleftherios Venizelos” which is 
considered one of the most expensive airports in the world. Many airlines and 
tourists avoid it. Moreover, Athens and its centre is struck by strikes and 
demonstrations. This is a negative image of Greece which gets easily known 
through internet.  
14 I don’t think we have to blame tourism businesses’ mentality, the main problem 
stands on government’s policy as concerns tourism. Athens destruction is not our 
fault. 
15 It was about time to promote alternative tourism; the other countries have already 
exploited these forms of tourism. 
16 We don’t have the ability to promote alternative tourism since the hotel is located 
in the centre of Athens.  
Manager 2 
1 There is a reduction of 30%, which makes the liquidity difficult.  
2 Not significantly. 
3 The only problem comes from the tourism agencies, which delay to respond in 
their obligations. 
4 Not yet but we think of adapting a new model with more alternative forms of 
tourism in the future.  
5 There is a problem when we have groups that tour operators send us. 
6 Once we took a loan, which wasn’t a significant one. 
7 We cooperate with many tour operators in abroad (e.g. Thomas Cook), some 
Greek tourism agencies, as well as with Turkish airlines, Cyprus airways and 
some German, English and Scandinavian charter flights.  
8 No. Our services were, are and will be of great quality.  
9 Our hotel is luxury, always offers reliability, modern facilities, strict rules of 
hygiene, trained staff and direct services. This was always the same, before and 
after the crisis.   
10 We try to keep up with the modern technology. There are wi-fi, state-of-art 
facilities and every different way of entertainment in our hotel.  
11 Reliability, immediate services, state-of-art facilities and tangibility as concerns 
the quest. 
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12 Our main aim is the customer who comes every year but we try to attract new 
customers too. 
13 On the whole, we normally deal with this kind of customers but I feel that there’s 
a reduction in the number of such customers. The problem comes obviously from 
external factors such as political and financial instability, as well as the trend 
some cunning people have to exploit wealthy tourists. 
14 There is certainly a wrong mentality in Greece, but this is not our case. 
15 It is certain that it can be of great aid and I don’t know why we don’t try to gain 
full exploitation of it in Greece. 
16 Of course we do. We promote mostly the sports and marine tourism. We offer 
training in water ski, diving, beach volley and tennis.       
Manager 3 
1 There is a total reduction of 30%. There is a reduction on arrivals from abroad 
(12%). The state also lowers our income 35% with the hard taxation it forces us 
to pay  
2 Yes, it underwent a reduction of 25%. 
3 The liquidity has affected (up to 25%). 
4 Sure. We reduced the prices and increased advertisement through internet. 
5 No. Most of our customers are foreigners, who pay a deposit in advance. We 
don’t work with Greek tourists.     
6 Never 
7 We work strictly through internet. 
8 We have a family business with sheer quality and a lot of personal work. 
9 My clients appreciate a welcome reception, cleanliness, responsiveness 
(individual contact) and finally a traditional dinner or maybe taking them to a 
night club (breaks the ice).  
10 We try to come closer to the customer to understand his/her needs, otherwise I 
resign. You see customers’ quality has differentiated in recent years.  
11 The most important thing is to offer them a warm welcome, to take them out for a 
drink and of course to solve every problem they have as soon as possible.   
12 No, I don’t think that this is our priority. 
13 I suppose this is true because of the state’s taxation pressure on businesses and 
consequently the reduction of quality services from the point of these businesses. 
14 I feel that there is a wrong mentality among businesses. Tour operators and hotel 
managers try to do the best in order to please their customers but taverns and 
generally catering businesses do not exert the proper effort.  
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15 I’m very positive to every form of alternative tourism. In a scale from 1 to 10, I 
rank health tourism with a 10, Religious tourism with 9 (due to the Russian 
tourists), Marine tourism with 9, Agrotourism and Gastrotourism with 8, Sports 
tourism with 7, Business tourism with 10 (because of the geographical spot of 
Greece) and finally Greek entertainment tourism (Bouzouki) with 10. 
16 Sure. I promote ecotourism for nature lovers, gastrotourism and sports tourism.  
Manager 4 
1 It has influenced everything and in every level. On the whole our profits tend to 
be lower.  
2 Bookings have reduced significantly. Athens faces this problem a great deal in 
comparison to other tourist destinations. The main reason is its downgrading in 
many regions.   
3 It is certainly influenced due to the general recession on the market. The cash 
flow are behind and pay offs delay considerably.   
4 Our business model redefined as we cut expenses (we don’t hire new staff and 
introduce special programs of voluntary retirements).    
5 There is no problems with our customers, who pay in cash but with travel 
agencies who delay the payments. 
6 We’ve never asked for a loan. 
7 Naturally. No one can work without the cooperation of travel agencies and 
foreign tour operators.  
8 We reduced the number of the staff in a certain degree. I believe that no customer 
was displeased and even if it happened, it would be of minor importance.  
9 I suppose that our customers are mainly interested in the hotel facilities, that’s 
why there is a problem recently due to the fact that there wasn’t any renovation 
of the hotel.  
10 We simply lower the cost of the room 
11 We reduced the prices, we make attractive holiday packages and do our best to 
please the customer. 
12 There is no business that doesn’t aim to repeated clientele. We create through 
special programs for the repeated clientele.  
13 I believe that there is a reduction. The main factor is that not having the ability to 
renovate the premises, our product is not of high standard to attract high status 
tourists. 
14 The economic crisis is to be blamed but the wrong conception of many hotel 
owners in basic matters of being a hotelier is to be blamed too. 
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15 It is the only way to make a difference. There are great opportunities for 
alternative tourism to develop but there must be a suitable organization and the 
right hotel policy. 
16 Our hotel is an urban hotel, the only form of alternative tourism we can offer is 
the recreational tourism, as well as the business and congress one.   
Manager 5 
1 There is a reduction of 30%. 
2 There is reduction here, too. Once, we were forced to recommend other hotels to 
our customers because we didn’t have any vacancies. Now, we try hard to fill the 
hotel. 
3 There are delays in pay offs and this creates liquidity problems.  
4 Unfortunately, all the businesses change their model nowadays, mainly by 
cutting expenses. We reduce expenses in every sector (innovations, entertainment 
programs, staff).    
5 We usually cooperate with foreign tour operators. They sometimes delay the 
payments, but this happens rarely.     
6 We took a loan which is not significant and not hard to pay off. 
7 Of course. We mainly cooperate with foreign tour operators such as the German 
TUI, the Scandinavian VING etc   
8 We reduced our staff slightly without lowering our quality as we all work hard. 
9 Facilities and cleanliness have the leading role, without forgetting the provided 
services. 
10 We reduce our prices as much as possible to meet customers’ needs. 
11 We make economical holiday packages with all-inclusive programs which 
respond to their desires. 
12 It is obvious that we want to have repeated clientele, as this means customers’ 
satisfaction.  
13 I think that we don’t face such a problem in Crete. High status customers are 
pleased to come to our island because they both find the beauty of the nature and 
the expected services. 
14 There is certainly a wrong mentality among the Greek tourism businesses which 
leads to fast and easy profit. Fortunately, this is not a problem for the proper and 
well-structured businesses.  
15 Alternative tourism makes the difference as concerns the development of the 
Greek tourism. 
16 We try to promote the sports, marine and gastro-tourism without forgetting 
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though the classic model which foreigners love.  
Manager 6 
1 Our turnover is strictly increasing every year. Our profits aren’t though so high 
due to investments we do. 
2 Bookings are on the increase too and we never have problems of vacant rooms, 
even in the low season. 
3 We don’t have liquidity problems, although the travel agencies avoid an 
immediate payment.   
4 We have never betrayed our profile towards our customers, that’s why we do not 
need to redefine our model. 
5 Our customers pay in cash and at once. As I said before there are some travel 
agencies who pay in delay. 
6 No. There is too much interest in loans that at last they become unbearable for 
the businesses.  
7 We cooperate with great tour operators of abroad (Thomas Cook, TUI etc) and 
some travel agencies here in Greece. 
8  Even though it seems strange to you, quality increased and customers’ service 
became better than the previous years. As concerns the staff, we didn’t fire 
anyone. We just stopped the annual increases in the salaries and we didn’t hire 
new staff.      
9 My firm belief is that customers consider quality the knowledge, trust and 
politeness you offer to them. 
10 We only change our prices. Our services are of the same quality for every kind of 
customer. 
11 Satisfaction, Willingness, Facilities. 
12 Our main aim is the permanent customers. Repeaters of high social status are 
mainly our customers. We are normally interested in new customers too. 
13 We try to work with this kind of customers. Some businesses turn to younger and 
less wealthy tourists because they aim to great number of tourists. I deny having 
them, as they always create problems.   
14 There is a wrong mentality of earning money as fast as possible. This is not the 
case though for luxury hotels. 
15 I’m convinced that alternative tourism has a lot to offer to Greek tourism. 
16 Yes. We organize trekking to the volcano, diving, extreme sports, spas in sulfur 
waters round the volcano and also dinners with local and generally dishes of 
Cyclades. We organize cooking lessons of local recipes, too.      
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Manager 7 
1 We didn’t have any particular problem. 
2 There isn’t any reduction in bookings; I’d say that contrary to that there is a slight 
increase. 
3 We normally work with individuals who pay in cash, so there aren’t any liquidity 
problems.  
4 We haven’t proceeded to a conservative policy but we redefined our business 
model by changing our hotel’s image. 
5 We don’t face problems in payment  
6 Till now, we didn’t discuss taking a loan. 
7 We mainly cooperate with Greek travel agencies but not too extensively. 
8 There is no reduction to our staff; we’ve just freeze the salaries. The quality of 
our services always remains the best.     
9 Quality for our customers means facilities, serenity and immediate service. 
10 We reduced our prices but we didn’t reduce the quality. 
11 The main motives are the reasonable prices, the reliability and our trained staff.  
12 Our aim is the repeaters, who we’re favorably served for many years. We’re 
certainly interested in new customers too and we hope to make them repeaters as 
well. 
13 I firmly believe that there is a reduction in high status customers, which is due to 
lack of infrastructure. The blame is on the government. There are also many 
hotels that do not offer the quality requested by such customers. That is why 
these customers get to disappear.  
14 There are businessmen, who want to be rich quickly. This is a wrong mentality, 
which creates problems to Greek tourism.   
15 I’m positive to it. I think we have to go on and not glue to the classic model. 
16 Sure. We organize climbing teams, outings to the ski centre, gastronomy 
evenings and visit to agrotourism units.  
Manager 8 
1 The reduction of the turnover is estimated about 30%. 
2 The bookings are always on the same level.  
3 There is a liquidity problem but fortunately it is not significant. 
4 We didn’t follow a conservative policy but we redefined our business model by 
building extensions and altering the premises in order to create an attractive 
image.  
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5 We only have problems with travel agencies, which delay pay offs.   
6 We once had taken a loan, which we paid. We try to avoid it these days. 
7 We cooperate with three Greek travel agencies and a great one abroad. 
8 We didn’t fire staff, there were just some employees who retired and weren’t 
replaced. There weren’t problems in our quality of services, as we all work 
endlessly in order to satisfy customers.  
9 No matter if it was before or after the economic crisis, our customers have though 
immediate service, politeness and cleanliness as quality service.  
10 We offer the best quality for reasonable price. 
11 We offer them comforts, services and reliability.  
12 We give priority to repeating customers because of the natural spas our region 
offers, but we need new customers too, that we’ll try to persuade them be 
repeaters. 
13 There is a reduction, which happened due to lack of quality of infrastructure and 
services as concerns both the state and some hotel entrepreneurs.  
14 I firmly believe that it is a combination of these two situations. The good part of 
it is that this mentality tends to reduce the recent years.  
15 Alternative tourism is the future of Greek tourism. 
16 Naturally. We mainly aim to health and spa tourism because our region is full of 
natural spas. We also organize mountain climbing, excursions to farms, gastro-
nights and many other happenings.   
Manager 9 
1 According to other years, we had a reduction of about 30%. 
2 Our bookings lowered to 20%, but we see a slight rise lately.  
3 This economic crisis has created problems of liquidity to travel agents, who delay 
their payments and as a result we also have liquidity problems. 
4 We try not to change our primer model. We just try to make slight changes to our 
packages in order to be cheaper.    
5 There is a problem with travel agencies, which delay to pay their debts.    
6 We took a loan before some years, so we didn’t need one now, that is a difficult 
period financially.  
7 We cooperate with tour operators in abroad, mainly from East Europe, from 
where the main volume of our customers is. We also collaborate with some 
Arabic countries. We cooperate with three Greek travel agencies, too.  
8 There are three employees who retired and weren’t replaced. Our services are 
always of quality.  
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9 I think that the customers look always for “Value for money”. Good quality with 
reasonable prices.  
10  As I told you before, we try to offer to our customers cheap vacation packages. 
11 We renovate premises every year, we offer the best services by a trained staff and 
we try to have competitive prices. 
12 Our aim is to have repeating customers because this is a proof of our quality. 
Certainly, we always need new customers.  
13 Arrivals of high status tourists are reduced significantly due to the bad service 
quality that is received by some unscrupulous tourism businesses. There is also 
lack of infrastructure in our country, which the government doesn’t want to 
realize and do something about it.   
14 The economic crisis is responsible for the problems tourism faces but 
unfortunately there are also some tourism entrepreneurs who make the problem 
worse, as they offer bad quality.  
15 Some countries were benefitted by alternative tourism, why not try to be 
benefitted too? 
16 We manly work according to the classic model (sea and sun) but we try to 
promote water sports, gastro-tourism, religious tourism by organizing tours to 
monasteries and old churches and we also organize athletic events.  
Manager 10 
1 Our turnover has reduced more than 20%. 
2 Bookings were reduced in relation to the turnover. 
3 Liquidity problems exist mainly because of the tour operators, who are given 
long time in order to pay the debts.   
4 It is certain that we followed a conservative policy. We reduced our prices but 
it’s not just this. We also forced to reduce our budget as concerns the promotion.    
5 We face delays in payments, only by great travel agencies. 
6 We didn’t take any loan. We opened in 2004 under the aid of the ESPA 
programs. Then, we didn’t face problems to ask for a loan.  
7 We mainly cooperate with travel agencies in Greece and abroad. 
8 We reduced our staff, mainly the assistants. It is certain that this influences the 
customers’ satisfaction as well, but we try not to be apparent to the customer by 
working harder. 
9 The acceptance in the frame of a crisis means that, in the course of time, you will 
move from the past. So, after the crisis, customers ask for more in order to cover 
the depression of the everyday life, something more than the cleanliness, 
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facilities, reliability and willingness.    
10 We reduce the cost. Especially hotels of 3 and 4 stars have managed to find a 
way to lure groups mainly from Balkan countries for congresses and business 
meetings.  
11 We don’t reduce quality. We continue to offer full breakfast in low prices.  
12 We invest in repeating clientele, mainly in companies. We do our own marketing 
research and we attract new customers.  
13 Our customers are mainly aware of the cost. They are not of high income. There 
are some Americans and Chinese groups of high income at the end of the year. 
Anyway, we can’t say that there is a significant reduction in such tourists.  
14 We believe that both the economic crisis and the Greek mentality are to blame. 
We didn’t pay attention in order to gain. There is a propaganda against Greece 
but simultaneously the error Greek businesses do by not prioritizing human 
resources. They don’t be careful about the staff selection.   
15 Many businesses set off using it and the state must help because there is future in 
it. 
16 We promote business-congress tourism, as well as religious tourism.   
Manager 11 
1 Our turnover remains the same, maybe it is better. Last year was our best year.  
2 Bookings are on the increase but we always chase the customers   
3 Not particularly. We mainly work with foreign tourists, who pay with credit 
cards. 
4 We try to lessen our expenses. Our business model has changed relatively to the 
technological development. We use internet for all our bookings.  
5 We work alone or respectively with some travel agents, so we don’t face delays 
in payments from our customers.   
6 We haven’t taken a loan. We didn’t need it. We wouldn’t resort to a loan 
anyway, even if we were in need because the cost of a loan from the banks is too 
high.  
7 We cooperate with some selected travel agencies in abroad. Most of the times, 
we contact directly the customers through internet. 
8 Our business is mainly operated by family members. All of us work hard to 
satisfy our customers. 
9 Nothing changed after the crisis. Reliability is always quality. 
10 We are pioneers, here in Thassos, in what concerns offers and gifts to customers. 
This way customer gets satisfied and this helps then to forget potential negative 
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spots they encounter during vacations.  
11 Individualizational attention and willingness to serve. 
12 We invested in repeated clientele and we are gradually extended to new 
customers. 
13 We never had high status tourists in Thassos. Lately there are some Russians who 
spend a lot of money. My firm opinion though is that they hadn’t reduced, they 
simply prefer particular places.   
14 The combination of these two factors creates problems. The only good thing 
about the crisis is that helps us to become more professional.    
15 Sure. It depends on the place it takes place. 
16  We promote the religious tourism, the water sports and ecotourism.  
Manager 12 
1 The previous years our turnover was low. This year though it was risen 
significantly (15%). 
2 We had a considerably increase in foreign tourists, mainly from Balkan countries.  
3 There is a liquidity problem because prices became low. 
4 We proceeded to some cutbacks, but other than that our model remains the same 
as our previous one.  
5 There isn’t, it is simply that customers insist on great discounts.  
6 It wasn’t necessary. We are in the ESPA program of EU. 
7 We cooperate mainly with Balkan travel agencies, as well as some Russians ones 
8 We reduced our staff but there part time staff who helps to keep our quality. 
9 Reliability, facilities cleanliness were, are and will be quality for our customers. 
10 We try to satisfy their desires. 
11 We select trained staff and renovate our premises annually.  
12 Repeated customers are always our target.  
13 This kind of customers is not our target-group. These customers have their own 
places to visit in Greece. 
14 It is certain that the economic crisis influenced tourism a lot but the exploitation 
of tourists was always a problem in Greece. I believe that this kind of businesses 
is few and far between nowadays.  
15 We believe in alternative tourism. It will help Greek tourism.  
16 We mostly promote religious tourism, water sports, Gastro-evenings etc.   
Manager 13 
1 Our turnover remains on the same level. This year is certainly better than the last 
 
 
89 
 
one but on the same level with other years. 
2 Our bookings are on the increase, mainly from Russian tourists.  
3 Liquidity is not greatly influenced, although are delays of payments.  
4 On the whole, we didn’t change our business model and we didn’t follow a 
conservative policy. 
5 As I said before, there are delays in payments from some travel agents but this 
isn’t a real problem.  
6 We took a loan before some years. This period we avoid loans. 
7 We cooperate with great tour operators constantly and Greek travel agencies not 
regularly. 
8 There was a slight cutback in staff. Nevertheless, we hire extra staff in high 
season (fixed-term contracts), so there was never a problem with quality.     
9 Customers consider the professional service, friendly approach and identification 
of their needs from the staff as quality and this always valid.  
10  We try to lower our prices and to keep the quality.  
11 We know that a human being is not unequivocal, therefore we try to have trained 
staff, who stained their ears to the customers’ needs and materialize his desires.  
12 We work with repeating clientele with direct bookings from our pleased 
customers, who come every year. We are ready to satisfy new customers, too.  
13 I think that there was a reduction to this kind of tourists in recent years as a result 
maybe of political instability we were in. I think though that the number of these 
tourists began to rise again, mainly from countries such as Russia and China.  
14 Recession played its role but also ignorance plays a role too. We have to change 
the way we think or act. 
15 Alternative tourism is very important; it can revive the Greek tourism.  
16 We promote deferent forms of water sports, excursions to farms , climbing etc. 
Manager 14 
1 The reduction of the turnover (20%) leads to the reduction of provided services, 
as well as to the delay of renovations, which are made at the end of every season.   
2 Bookings reduced dramatically when discount tickets from EOT (GNTO) 
stopped to exist. The hotel works with foreign tourists from Balkan countries and 
Russia. 
3 Liquidity problems exist nowadays and we try to face them. 
4 We change our business model and follow the trend of today to have a presence 
on internet. We also improved breakfast. 
5 Customers insist on a discount at the price of the room, but they pay in cash, so 
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there is no problem.   
6 We never thought of it, as our hotel is in the program of the EU subsidy.  
7 We cooperate with travel agencies in both Greece and abroad (Mainly Russian) 
and with well-known websites through which we make the bookings.   
8 The staff is reduced considerably. With five-month work program we succeed an 
increase in the quality of services.   
9 Customers are interested primarily for the facilities when it is in balance with the 
“value for money” philosophy of the customers. When it is combined with 
reliability, cleanliness, we have a pleased customer.   
10 Our services are always in balance with the customers’ expectations  
11 The best selection of trained staff in order to achieve reliability and quality of 
services. The rich breakfast in combination with the premises and everything we 
consider important for the customers’ satisfaction.   
12 Our target isn’t repeated customers. 
13 Customers with high income prefer other destinations. 
14 The recession is mostly responsible for existing situation in tourism. Exploitation 
and profiteering were always present in tourist season. 
15 Many travel agents have already promoted religious tourism in Thassos. 
Alternative tourism may help the Greek tourism 
16 We organize excursions to mountains with jeeps and excursions to monasteries.  
Manager 15 
1 Very much. We tend to have a significant reduction of 30%.   
2 Bookings are in a very low level concerning the previous years.  
3 On the whole, we have liquidity problem because of both the reduction of prices 
and debts, which mainly are from travel agencies’ delays in payment. 
4 We certainly set off a conservative policy which resulted to the reduction of the 
staff in order to reduce expenses. Our business model remains the same.  
5 Generally speaking, there isn’t a problem because the majority of our customers 
are individuals and pay cash. The travel agents delay the payment. 
6 We tried to avoid a loan. 
7 We mainly cooperate with Greek travel agencies or we make bookings through 
internet. 
8 We reduced our staff but as we increase our personal work, our services are even 
better.   
9 Our customers are always keen on cleanliness, facilities, reliability and politeness 
10 We try harder nowadays to fulfill their needs and desires.  
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11 “Value for money”. Best quality purchased in logical prices. 
12 This is not our aim. It is something that we would like to have but we always aim 
to new customers, too.  
13 We don’t have such customers in our region. Such customers prefer well-known 
islands and resorts. 
14 I think that our main problem is the economic crisis which hit Greece.  
15 I feel that alternative tourism will help Greek tourism to develop and succeed. 
16 Yes, we promote excursion in green nature, trekking, biking and gastro-tourism.  
 
Travel Agencies 
Questionnaire 
Economic crisis 
1. How much your turnover was affected in the recent years of recession? 
2. How much the bookings were affected in the recent years of recession? 
3. How much the liquidity of your business was affected in the recent years of 
recession? 
4. Were you ever obliged to follow a conservative policy or to redefine your 
business model? In which way? Please explain. 
5.  Do you find it difficult to be paid by your customers? 
6. Have you ever resorted to a loan and if this is true, how this was possible as 
the cost of loaning has risen dramatically? 
7. Do you cooperate with hotels and catering companies in Greece, or even some 
airlines or sea-lines? 
Tourists’ satisfaction  
8. Have you reduced the number of your staff? If this is true, is it affected the 
quality of your services? 
9.  According to your opinion which services do your customers consider quality 
services and is this the same after the recession? 
10. Customers differentiate from one year to another (especially their economic 
potentials). What do you do in order to be compatible with their preferences? 
11. What are the main motives you aim to in order to lure and satisfy your 
customers? 
12. Is your target to invest on regular clientele or this is not a priority for you? 
13. Do you think that the number in arrivals of high-income tourists has reduced 
and if this is true, what factors led to this situation?  
14. In your opinion the economic problems in tourism exist because of the 
economic crisis or there is also a wrong-established mentality among the 
owners of tourism businesses? 
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Alternative tourism 
15. Do you feel that the various forms of alternative tourism would be able in the 
future to become a source of income for Greek tourism? 
16. Do you promote some form of alternative tourism?      
 
Responded businesses’ answers 
Table 3: Interviews with travel agencies 
Question Answers 
Agent 1 
1 It is about 40% lower both to inbound and outbound tourism. 
2 Not in a great extent as we found other ways to succeed in having bookings. 
3 Considerably. As an example I want to tell you that when we book tickets in 
whatever sea-lines, we have to open a special account and put some specific 
money as a guaranty to the company. This means block accounts and engaged 
money.    
4 We certainly redefine our business model. We turned to internet by creating sites 
such as petaxe.gr or cruise.gr. We also take part in Groupon.gr with several 
journeys and we have 1600000 subscriptions. Internet assists us to acquire more 
customers.   
5 There is a difficulty in payments because there is a fixed mentality in hotels to be 
paid in advance for the bookings. Fortunately, we are for a long time in tourism 
business and the hotels we cooperate show reliability to us by accepting to give 
us a three-month debt.  
6 We took a loan. When you have cash you can get cheaper prices, so the loan 
offers us liquidity. 
7 We cooperate with hotels in Greece and abroad, with some restaurants in Greece 
and surely with airlines (we are members of IATA) and sea-lines. 
8 We didn’t reduce our staff. What’s more, in summertime we hire some extra 
employees. Therefore our quality is always pleasurable to our customers. 
9 Reliability, reasonable prices and the right and immediate service are guaranty 
for our customers and there is no connection of it with the crisis. 
10 We try to give our customers lower cost and the best services mostly through the 
internet. 
11 Our aim is the customer’s satisfaction in every sector. 
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12 For a very old travel agency, repeating clientele is priority. 
13 I think the reduction goes only to Athens. Most high-status tourists prefer 
Santorini, Mykonos and some more Greek islands. Russians prefer Chalkidiki. 
14 The economic crisis plays the main role but there is a wrong mentality, mainly on 
the islands, which work just 3-4 months every year and want to earn as much as 
possible.   
15 I feel that alternative tourism can be a basic source of income, if we exploit it 
properly.  
16 We didn’t promote a certain form of alternative tourism till now. We have to be 
certain before we start something new for us. Don’t forget that the state takes the 
23% of our profits. 
Agent 2 
1 Our turnover was not affected a great deal. 
2 Sure. This occurs only in Athens. Islands and other resorts boost their bookings. 
3 There are some difficulties, which are not significant. 
4 We didn’t resort to a conservative policy. Our business model remains the same, 
we did some renovations though, as concerns some programs on the internet.  
5 We never had such problems. 
6 No, because our agency is a member of a big American chain of tour operators. 
7 We certainly do. We want our customers to have the best service and we mainly 
cooperate with restaurants such as Dionisos in Akropoli etc. 
8 We didn’t reduce our staff and our quality remains the same. 
9 There is no change as we are always under the control of the tour operators 
abroad. We always offer reliability and immediate service. Whatever the 
customer desires, is instantly there for him.     
10 They get the service they are willing to pay. 
11 The best quality service in order to have feedback. 
12 Our first priority is the repeated customers because this is the way to have a 
serious and healthy agency. An agency must be based on repeaters without 
reducing the service to new customers.  
13 I’m sure there is a reduction because even this kind of tourists considers Greece 
expensive. They spend the same amount of money by renting a yaucht and sail 
round the islands. 
14 There is certainly a wrong mentality. I feel that there is no equal approach to 
every customer. Services vary regarding to how afford a customer is. There are 
people who try to cheat wealthy tourists and so the tourists have their first wrong 
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impression and become unwilling to visit Greece again as they don’t feel safe in 
our country.   
15 I’m not sure that alternative tourism can aid Greek tourism. people are short of 
money, they prefer all-inclusive programs, which are of low cost or try to find 
cheap journeys in the internet.   
16 We promote religious tourism by organizing excursions in Agion Oros, diving 
and other water sports, business tourism, which are very profitable and is 
patronized by big companies and fully-book many hotels in Athens for a long 
period.   
Agent 3 
1 It is about 30% lower but there is a possibility to be reduced. 
2 In relation to 2012 there isn’t, but related to 2009-2010 there is (30%).  
3 There is a liquidity problem but we are able to confront it.  
4 We managed to avoid a conservative policy till now but we need to redefine our 
business model as technology through internet struck us without mercy. We try to 
create sites on the internet in order to sell excursions and cruises. 
5 We mainly work with repeated customers, who we know very well so we don’t 
have such problems. Recession though leads some customers to delay their 
payments or to pay in installments.  
6 We didn’t resort to a loan till now. 
7 We cooperate with all the airlines and sea-lines and with certain hotels and 
restaurants mainly by the sea in Kavouri and Vouliagmeni.  
8 Our staff remains the same. We only reduced the extra staff we hired in 
summertime. The quality of the services remains the best and we can feel it by 
the feedback we take from our customers.   
9 The immediate service, the right approaches in every problem they face, the 
reliability and the politeness our staff shows and all of these didn’t change after 
the recession.  
10 We try to offer satisfaction to our customers offering quality services with the 
lower cost possible.  
11 The basic motives are the excellent services, the low cost and the reliability of 
our agency.   
12 Our main target is the repeated clientele, without leaving the new customers.  
13 We normally work with tourists of high income but of course there are also 
customers of lower income. I feel that all this political instability in combination 
with demonstrations and strikes make this kind of tourists to go away. This is not 
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the case though with islands.  
14 There is certainly a wrong mentality among tourism businesses in Greece. This 
matters just the little businesses and the big tourist ones. 
15 They are part of Greek tourism’s future and will promote its income. 
16 We work mainly according to the classic form of tourism but we try to promote 
sports, religious and gastro-tourism. 
Agent 4 
1 Our turnover has reduced but not considerably.  
2 There is a reduction to outbound tourism (60%) and an increase to inbound 
tourism (5%). 
3 We felt difficulties in cash liquidity and we try to overcome it. 
4 Sure. We have redefined our primer model, changing strategies in order to 
increase our sales, diversifying our customers and generally making changes that 
are in lure with the present situation.    
5 The problem concerns only the businesses, not individuals.   
6 We didn’t take a loan till now. 
7 We cooperate with all the airlines and sea-lines, as well as chains of hotels. 
8 We reduced our staff in such a grade that we didn’t reduce quality. 
9 Quality is subjective. A customer considers quality a luxury hotel of 5 stars while 
another simultaneously think that a plain, clean hotel is the real quality. 
Everything depends on the price of the product as the customers support. This is 
changed after the recession. Now everybody is chasing the low cost and the 
cheap excursions.    
10 We offer competitive prices and cheap services. 
11 It is obvious that the price and the quality of services are what they are after. 
12 Our priority is the repeaters. 
13 As concerns Greek tourists with high income there is a reduction due to hard 
taxation and economic pressure, whereas for foreign tourists, it is the present 
political instability to blame.   
14 It is the economic crisis that plays the first role and then comes the wrong 
mentality of tourism businesses. 
15 Alternative tourism can be a steady source of income for Greek tourism. It is also 
a way to widen our horizons and evade the classic model of tourism.  
16 We organize programs of trekking, we promote religious, business and congress 
tourism and we also train our staff to these forms of alternative tourism.   
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Agent 5 
1 We have slightly reduced the cycle of our works because we are obliged to do 
corrective actions to our invoice, so as not having reductions in arrivals. We sell 
in the same prices in order to be competitive. 
2 Arrivals present a slight increase. This upward route cannot compensate of 
course. We try to be profitable again.   
3 It is sure that profits are not on the increase. We always have liquidity problems, 
especially when hotels insist on being paid in cash.  
4 2009& 2010 were the years of the great impact on the tourism businesses, 
creating considerable financial losses. This means that we were obliged to follow 
a conservative policy. Our business model has changed a lot. We are forced to 
work with all-inclusive packages if we want to have competitive prices.  
5 Many customers are certainly in difficulty to pay off. It is mainly travel agencies 
with whom we cooperate, who gives us checks instead of cash.  
6 We tried to take a loan but banks have liquidity problems too and its very 
difficult to grant loans, so we managed to survive by ourselves.   
7 Naturally. This way we are sure for the quality of services we offer.  
8 We reduced neither our staff, nor the salaries. We have just organized the work-
time, that means we pay overtime work or we offer more days-off at the end of 
the season.   
9 Quality service is certainly the direct and responsible service, the understanding 
of customers’ needs and the immediate response.  
10 The customer is not something “static”, his needs differentiate and his financial 
abilities change. We get along and adapt to his needs either financially or in 
many other ways.   
11 To the best given services, the low prices and the satisfaction of their needs and 
demands directly. 
12 Repeaters are very important to us, thus we always try to satisfy them.  
13 The quality of customers, who come to our country, is too low. Unfortunately 
there are many businesses, which offer low-quality services. The whole package 
“Greece” doesn’t respond to the expectations of a high-status customer, starting 
from the infrastructure we have in our country and ending to hotels.    
14 The economic crisis is certainly part of the problem but there is also a wrong 
established mentality as concerns the pure customers’ treatment.  
15 Alternative tourism is a new source of income for the tourism. I believe that we 
must take care of each tourist separately, satisfy the needs of the ecologist, the 
 
 
97 
 
intellectual, the cultural or athletic. 
16 The classic form of tourism is what tourists prefer but we try to promote the 
sports tourism, ecotourism and of course the gastro-tourism, which is very 
important in Crete, as the cuisine of Crete is well-known for its quality 
everywhere.   
Agent 6 
1 Our turnover reduced about 25% the last two years. 
2 When we refer to outbound tourism, there is a vast reduction (60%), inbound 
tourism though is on the increase (5%).  
3 There are many problems but we are capable of solving them. 
4 Our business model remains the same; the only think that we try to change is the 
reduction in the prices of tours.  
5 There are some delays but in the end all the debts are paid. 
6 We book a loan some years ago but now we avoid it because these days a loan 
will be unbearable.  
7 We cooperate with certain tourism businesses, so as to be sure of the quality we 
offer.  
8 Not particularly. We simply don’t hire new staff.  
9 I believe that what is important is reliability and responsibility. This is what 
customers ask for. Facilities and equipment are also important.  
10 As I said before, we organize cheap journeys that customers can afford and 
various packages, which are really tempting.    
11 We aim to affordable packages and generally the competitive prices. 
12 Repeating customers is our priority but we also aim to new customers. 
13 There are many factors. I think that such customers want good infrastructure and 
immediate service that many hotels in Greece are unable to provide it.   
14 Mentalities of instant enrichment existed and will exist in Greece. Now with the 
recession I feel that the number of these businesses is rapidly reduced.  
15 It is certain that alternative tourism is a source of income. 
16 We try to promote sports, marine, health and religious tourism as well as gastro 
and agro tourism.  
Agent 7 
1 Our turnover has reduced a lot lately, about 25%.  
2 Bookings are not so reduced, I could say that are in the same level with the 
previous years. 
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3 Liquidity was affected slightly without creating problems. 
4 We never resort to a conservative policy. Our business profile remains as 
qualitative as the previous years.   
5 There is a delay in payments, without many problems. 
6 We managed to avoid taking a loan. 
7 We cooperate with great tour operators of Netherlands, Germany, Sweden and 
UK. We also cooperate with all the airlines and sea-lines and we are members of 
IATA.   
8 We didn’t reduce our staff because especially in summertime we need all our 
trained staff in order to retain our classic quality. 
9 Recession didn’t affect the reliability and the willingness to serve that our 
customers ask for. 
10 We try to offer packages in reasonable prices without reducing even in the least 
our services. 
11 Low prices, immediate service and responsibility.   
12 Repeaters are our main target, but we also try to satisfy our new customers in 
order to make them repeaters.  
13 This is true as concerns Athens and is perhaps due to negligence on behalf of the 
state in terms of infrastructure of Athens. On the whole, high status tourists prefer 
Greek islands for their vacations.   
14 The economic crisis affected tourism a lot but there is also a wrong mentality of 
small agencies that do business which are of many profits without the expected 
quality. 
15 We are convinced that there is a future to alternative tourism in Greece. 
16 We organize packages of excursions to agro-farms, navigable rivers, habitats, 
religious destinations and natural spas.  
Agent 8 
1 Our turnover is very much affected, more than 50%. I could say even 70%.   
2 Bookings in outbound tourism are totally reduced whereas in inbound tourism the 
percentage is not so low.  
3 Liquidity was tragically affected. 
4 We’ve certainly followed a conservative policy. I used to work mainly with 
outbound tourism, I turned almost 180
o
. My main job now is inbound tourism 
and especially the alternative one. I organize fairs and congresses.       
5 I don’t face such a problem. Everyone that purchase, purchase with cash. The 
problem is that there are not many customers.  
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6 No. Banks nowadays are not cooperative. 
7 We cooperate with specific hotels and caterings in what concerns inbound 
tourism. 
8 We had to reduce the staff, as we closed a branch-store. Despite that we try to 
offer the ideal quality. 
9 Recession has changed everything. The customer became very hard to please and 
demands excellent quality services in every sector.  
10 We offer cheap products. Affordable, little excursions and packages in which the 
customer can respond, we always speak about the inbound tourism.     
11 The low price, the good quality of services and of course being competitive. 
12 Our priority is the repeating customers but we also aim to the passerby. We are in 
ground floor and easy to be seen.   
13 There is a reduction on the number of such customers due to both the recession 
and the political instability and lack of safety that exist in Greece.  
14 The economic crisis is the main reason but there was also a wrong mentality. 
However, recession has contributed to become the selection of good services. 
The businesses which were mainly struck are those which weren’t professional 
and now tourism becomes a better place to work.   
15 There is future to all the forms of alternative tourism.  
16 We try to promote various forms such as religious, historic tourism but mainly 
business and congress tourism.  
Agent 9 
1 It is affected almost 30%. 
2 Bookings are reduced slightly but we feel that there is going to be a balance soon. 
3 Liquidity was not affected at all, as our customers pay in cash.  
4 We minimize the number of the customers that we judged they cannot respond to 
their liabilities and we develop sales through internet.  
5 No, because as I said before we did a sorting out of our customers. 
6 We have never taken a loan because we didn’t need it and we were aware of the 
risks it hides.   
7 We regularly cooperate with several hotels and catering businesses.  
8 We didn’t reduce our staff but we reduced the salaries according to the law.  
9 Reliability, good services and individualized services. 
10 We increase the range of our products in order to satisfy all the preferences.  
11 Our aim is to fulfill our customers’ expectations and please them as much as 
possible. 
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12 We aim to repeated customers without excluding the passersby.   
13 I feel that there isn’t a reduction on such tourists; they use to come as usual as 
they did before. 
14 It is certain that there is a wrong mentality among the majority of the tourism 
businesses. 
15 I believe that alternative tourism can help Greek tourism in many different ways.  
16 We promote a variety of alternative forms such as religious and business tourism. 
 
Restaurants and café-bars  
Questionnaire 
Economic crisis 
1. How much your turnover was affected in the recent years of recession? 
2. Do you believe that the reduction of VAT in catering from the beginning of 
August will give a new impulse to the annual turnover? 
3. How much the liquidity of your business was affected in the recent years of 
recession? 
4. Were you ever obliged to follow a conservative policy or to redefine your 
business model? In which way? Please explain. 
5.  Do you find it difficult to be paid by your customers? 
6. Have you ever resorted to a loan and if this is true, how this was possible as 
the cost of loaning has risen dramatically? 
Tourists’ satisfaction  
7. Have you reduced the number of your staff? If this is true, is it affected the 
quality of your services? 
8.  According to your opinion which services do your customers consider quality 
services and is this the same after the recession? 
9. Customers differentiate from one year to another (especially their economic 
potentials). What do you do in order to be compatible with their preferences? 
10. What are the main motives you aim to in order to lure and satisfy your 
customers? 
11. Is your target to invest on regular clientele or this is not a priority for you? 
12. Do you think that the number in arrivals of high-income tourists has reduced 
and if this is true, what factors led to this situation?  
13. In your opinion the economic problems in tourism exist because of the 
economic crisis or there is also a wrong-established mentality among the 
owners of tourism businesses? 
Alternative tourism 
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14. According to your opinion is gastro-tourism a significant form of alternative 
tourism that will render a new outlook for the Greek tourist trade? 
15. Is it true that an increasing trend among tourists is to their trying local recipes 
and products? 
  
      Responded businesses’ answers 
Table 4: Interviews with restaurants and cafe-bars 
Questions Answers 
R_Manager 1 
1 Our turnover has slightly reduced.   
2 It is certain that this can help our turnover, as we have the capability to lower the 
prices and so have greater occupancy.   
3 I don’t think we have problems of liquidity. 
4 We certain redefined our business profile. There is a need of resilience and 
knowledge. We have to discover our particular features and operate according to 
customers’ desires. All in all we need renovation and the best products.   
5 We don’t have such a problem. 
6 We have taken a tiny loan. 
7 There isn’t any reduction to our staff. On the contrary, we have hired some extra 
seasonal employees. The quality of our services is always the ideal one.  
8 Quality for our customers is the trust they feel for us, our services, our 
willingness to be of their assistance and the fast service and this stood in the past 
and will stand for ever.   
9 We try to reduce the prices in our price-list, especially now that we achieved a 
reduction in VAT. 
10 The quality of our dishes, the competitive prices and the quality of provided 
services. 
11 Our aim is certainly the regular clientele because this means that our customers 
are pleased. Of course, we want to attract new customers hoping that they are 
going to be regular.  
12 There is nothing like that in Mykonos. Our island works mainly with high-
income tourists. 
13 There is always a wrong mentality. There are many entrepreneurs who try to be 
rich in a summer period, but I feel that these people are the minority.   
14 Greece and tasty food are always compatible. Therefore, gastro-tourism is the 
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most important form of alternative tourism and can help Greek tourism by 
offering prospects in the time of recession.  
15 Naturally. Tourists relish all the tastes of Cyclades with ingredients from 
Cyclades (tomato jam, smoked white fish roe, spicy cheese from Mykonos) and 
off course the best local recipes on the basis of Mediterranean cuisine. Tourists 
always prefer this kind of tastes.    
R_Manager 2 
1 There’s a reduction of 50%. 
2 Certainly. I think it was a good effort to boost catering businesses which had a 
hard time the previous winter.  
3 There is a great problem with the payments. The time people pay off became 
very long.  
4 Of course. Less expenses, fewer staff, greater economy in materials.    
5 There is just a delay in payments. 
6 We weren’t in the need of a loan, till now. 
7 Certainly. We put our best efforts forward in order to satisfy our customers. 
8 Cleanliness and high quality of dishes. 
9 We try to offer the best quality in reasonable prices, value for money. 
10 We mainly try to offer high quality of services and ingredients.  
11 It is not our priority but we certainly aim to it, too. What’s more, the attribute of 
our catering (cosher food) gives us the ability to have standard clientele.   
12 In the contrary, I feel that customers of lower income are the ones who reduced 
because of the international financial crisis.  
13 I think the mentality of being rich fast plays the leading role and thus the tourist 
is inclined not to visit. 
14 Conclusively, because through to gastronomy, local culture is presented and 
people can exchange tasty ideas and suggestions. 
15 We must certainly encourage it because it enforces relations among people and 
extensively among nations. 
R_Manager 3 
1 Our turnover hasn’t reduced but hasn’t increased either. 
2 This is a useful tool in order to have low prices and high quality. 
3 We have some difficulties but not particular, as our customers always pay in 
cash or by credit card.   
4 We avoided a conservative policy and never changed our business model. 
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5 We don’t have such a problem. 
6 We investigated the probability to take a loan, but we discovered that it was 
rather unbearable.  
7 We slightly reduced our staff. We mainly based on the staff who support us all 
these years, having the training to do so and our quality is undisputable.  
8 Quality for them means cleanliness, reliability and immediate service and above 
all tasty and healthy ingredients.  
9 We tailored our prices to what customers can afford.  
10 We try to offer the most tasty dishes to the most reasonable prices.  
11 We are not able to aim to a regular clientele as we mainly work with tourists. 
Tourists constantly differentiate.   
12 On the contrary, we work with such kind of tourists in Santorini and I feel that 
not only was there a reduction but also there was an increase to them.   
13 There is surely a wrong mentality but it concerns just the minority of tourism 
businesses. 
14 Gastro-tourism will generally aid Greek tourism. Good food is in the interest of 
everyone.  
15 Of course. Tourists consider that it is very important to try the local food of the 
place they visit. 
R_Manager 4 
1 We had a reduction of 20% last year. This year though our turnover gained an 
increase route. 
2 There was a real push. We managed to reduce our prices and become 
competitive.   
3 Generally speaking there aren’t problems of liquidity. Sometimes groups that 
come through travel agencies delay pay offs.   
4 Our model remains the same as always was. I could say that we improved it as 
well.   
5 Customers pay most of the times in cash. 
6 Fortunately, we didn’t need any loan. 
7 There wasn’t any reduction in our staff. On the contrary, we hired some extra 
seasonal employees. Our quality is always perfect. 
8 Certainly the reliability. Customers come to eat fresh and tasty fish (our 
restaurant focus on fresh fish and sea food) in reasonable prices. 
9 Now, that there is a reduction in VAT, we are more flexible. We managed to 
reduce the prices for our customers without interfering to the quality not in the 
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least.  
10 Quality, cleanliness and spotless service. 
11 We work with regular customers, even from abroad. They come every summer 
and eat in our restaurant.   
12 I feel that there is no reduction in high-income tourists. Maybe there is a 
problem in other areas. We work mainly with such kind of tourists, here in 
Chalkidiki and I would say that they are in increase.     
13 There is certainly a wrong mentality in Greece. Many enterprises do not offer 
quality accordingly to their financial demands. The only thing that is certain is 
that the economic crisis has minimized this mentality.    
14 Gastronomy is of everyone’s interest. I feel that it is the most important form of 
alternative tourism and can be of Greek tourism’s assistance.  
15 This is one of the reasons they visit Greece. They want to taste the 
Mediterranean diet and the local recipes of the places they visit. They can taste 
fresh fish and sea food from Chalkidiki’s sea and different recipes, which 
involve fish and sea food.    
R_Manager 5 
1 Our turnover has reduced about 20-30%. 
2 The reduction of VAT had partly helped us. We had a reduction of prices but as 
concerns the bar, nothing changed. 
3 Not in a great extend. 
4 I can’t say that we redefine our model. We simply try to do some renovations 
such as the “happy hours” at specific hours of the days that reduce our prices 
significantly and attract a lot of people.  
5 There is no problem, as most of our customers pay in cash. 
6 We never thought of taking a loan. 
7 We didn’t reduce our staff. In contrary we hire more  as we want our quality of 
services to be perfect. 
8 Cleanliness, convenience and fast service. 
9 We make offers and try to serve a great variety of drinks and dishes, which 
fulfill all customers’ preferences.   
10 We try to offer a fast and spotless service. 
11 We are interested in regular clientele but this is not our prime priority. 
12 There is a reduction which is not so apparent, maybe because of the political 
instability Greece was in this period of time.  
13 I feel the main problem is the economic crisis. 
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14 Gastronomy is certainly a significant form of alternative tourism and it is sure 
that it will boost our tourism. 
15 Tourists, here in Chalkidiki, always liked to try local recipes and goods. Perhaps 
now more than ever because the ingredients are healthy without additives and 
preservatives which have the food they normally consume. 
R_Manager 6 
1 Our turnover has reduced about 30%, in some cases even 50%.  
2 I believe that it can boost the business income but it is not a motive to attract 
more customers. 
3 It is slightly affected. 
4 We began to follow a conservative policy. Our enterprise is strictly family 
operated, without employees in order to reduce the expenses.  
5 There is no problem because all the customers pay in cash. 
6 No. Nevertheless, it is very difficult to succeed in taking a loan.   
7 Our enterprise is operated by our family. As the owners work for their business, 
the quality of services must be the best.  
8 First of all the cleanliness, the premises which we try to make it cozy and more 
familiar for our customers and finally the quality of our dishes.  
9 We try to make offers in every day’s dishes, breakfast in very low prices without 
reducing the quality of these meals.  
10 The tastiest dishes in a very low price. The great variety of dishes as concerns 
both the main course and the desserts (sweets), as well.  
11 We certainly try to build a regular clientele, so as to make sure we can respond 
to our expenses and earn a primer profit. From this stage and further we try to 
raise our turnover aiming to passersby, mainly tourists. 
12 I feel that this is true. The main factor is the image of Greece in abroad, which 
suffered a great impact and in addition to that the political instability that 
because a permanent feature of our country recently. 
13 I don’t think that it is mentality to blame. The wrong mentality existed before 
the crisis too and there was no problem. I think the combination of the recession 
and the mentality has created the problem. This combination though can assist to 
make a selection and split the businesses in two main categories. The ones 
which operate properly and will continue to do so and the ones which are 
inclined to stop their operation.   
14 Alternative tourism is the future of Greece and especially the gastro-tourism 
because Greece is the country where Mediterranean diet was emerged. This diet 
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is well-known globally as the healthiest way to eat. 
15 Despite the fact that initially we didn’t cook local recipes and products, now we 
saw a trend to them and we try to present dishes of local recipes and traditional 
sweets.   
R_Manager 7 
1 Our turnover has affected about 50%. This is not only the recession to blame, 
but also the cut-throat competition.  
2 I believe that it can help in terms of profits and it can offer a sign of relief to the 
businesses. 
3 Not particularly. I can say it is on a viable level. 
4 We didn’t resort to a conservative policy and our model remains the same. 
5 No, everybody pays in cash. 
6 We didn’t take a loan. 
7 We reduced the staff but the quality remains the same, the services we used to 
offer, we continue to offer by working harder.   
8 There is no change after the recession. Our customers want cleanliness, the right 
service and the best prices.  
9 We try to sell in low prices during the morning hours, to make offers in certain 
dishes and generally to have reasonable prices. 
10 Reduction in prices and good quality but we emphasize mostly in prices that we 
see customers are more keen on. 
11 Our main aim is the regular clientele, but we also aim to the passersby. 
12 I feel that they reduced significantly and the main reason is the bad quality many 
tourist businesses offer. 
13 The wrong mentality some tourist businesses’ owners have has created a great 
problem to tourism from the past. Now, the problem became even greater 
because of the economic crisis. 
14 Gastro-tourism offers great perspectives to Greece because there is a tradition in 
every recipe and in every ingredient it uses.  
15 Many tourists ask for the Greek coffee, the Greek wines, ouzo and tsipouro as 
well as traditional Greek salad or pies to taste. 
R_Manager 8 
1 Our turnover has reduced about 30-40%. Many people come to our bar-
restaurant but they don’t repeat which means they don’t order more than one 
dish or one drink. Many customers sit for hours without ordering more than a 
drink or a coffee or a salad.   
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2 With the reduction of VAT, we have the ability to gain more profits but I don’t 
think that it can help to the attendance of the people. The same attendance we 
had before, we also have now.   
3 There is, but we didn’t reach a dead-end.   
4 Of course but we never spoilt the quality. We added a great variety of dishes, we 
have more cocktails and we make offers to drinks and dishes in parts of the day 
that attendance is not much. 
5 We don’t have any problem. Everybody pays cash.  
6 We avoided loaning, as it is not beneficial these days.  
7 Never. What’s more we hired seasonal staff for the summertime because there 
are much more people that come and we don’t want to have a problem in service 
and quality.   
8 Cleanliness, comfort in premises and immediate service and this didn’t change 
after the crisis. 
9 Great offers in our dishes, great variety in drinks and many accompanying 
dishes. 
10 Cozy environment, fast service, quality products and willingness to serve.     
11 We have many regular customers, who we take care of in every way, but we 
also work with passersby, mainly with groups of tourists from the hotels around 
here. 
12 I feel that they are reduced and I don’t think that there is a particular reason for 
this. I simply believe that this kind of tourists prefer specific islands of Greece 
for their vacations. 
13 I don’t think that there is a wrong mentality, especially nowadays. The only 
problem is the international economic crisis. 
14 Gastro-tourism opens a new era in Greek tourism that will be of much help.   
15 Tourists always ask to taste ouzo, Greek wines and Greek coffee. Greek salad 
and ouzo varieties with Greek cheese, ham, olives as well as feta cheese with 
olive oil are always in demand.      
 
Appendix 3: Figures and Tables 
 
More detailed figures regarding the comparison of some demographic 
characteristics and questionnaire one responses to questions 7, 9 and 11: 
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Figure 43: Question’s 7 responses – Males. 
 
Figure 44: Question’s 7 responses – Females. 
 
Figure 45: Question’s 7 responses – Age Group: 18-29. 
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Figure 46: Question’s 7 responses – Age Group: 30-39.  
 
Figure 47: Question’s 7 responses – Age Group: 40-59. 
 
Figure 48: Question’s 7 responses – Age Group: 60+.  
 
 
 
110 
 
 
Figure 49: Question’s 9 responses – Males. 
 
Figure 50: Question’s 9 responses – Females. 
 
Figure 51: Question’s 9 responses – Age Group: 18-29.  
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Figure 52: Question’s 9 responses – Age Group: 30-39. 
 
Figure 53: Question’s 9 responses – Age Group: 40-59. 
 
Figure 54: Question’s 9 responses – Age Group: 60+. 
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Figure 55: Question’s 9 responses – Income: 12000€ and less. 
 
Figure 56: Question’s 9 responses – Income: 12001€ to 40000€. 
 
Figure 57: Question’s 9 responses – Income: 40001€ and above. 
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Figure 58: Question’s 9 responses – Level of Education: Secondary. 
 
Figure 59: Question’s 9 responses – Level of Education: Technological. 
 
Figure 60: Question’s 9 responses – Level of Education: Bachelor Degree. 
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Figure 61:  Question’s 9 responses – Level of Education: Master Degree/ PhD. 
 
Figure 62: Question’s 11 first choice responses- Males 
 
Figure 63: Question’s 11 first choice responses- Females  
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Figure 64: Question’s 11 first choice responses- Age Group: 18-29. 
 
Figure 65: Question’s 11 first choice responses- Age Group: 30-39. 
 
Figure 66: Question’s 11 first choice responses- Age Group: 40-59. 
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Figure 67: Question’s 11 first choice responses- Age Group: 60+. 
 
Figure 68: Question’s 11 first choice responses- Income: 12000€ and less. 
 
Figure 69: Question’s 11 first choice responses- Income: 12001€ to 40000€. 
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Figure 70: Question’s 11 first choice responses- Income: 40001€ and above.  
 
Figure 71: Question’s 11 first choice responses- Level of Education: Secondary. 
 
Figure 72: Question’s 11 first choice responses- Level of Education: Technological.  
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Figure 73: Question’s 11 first choice responses- Level of Education: Bachelor Degree Holders. 
 
Figure 74: Question’s 11 first choice responses- Level of Education: Master Degree/ PhD Holders. 
 
More detailed figures regarding the questionnaire one responses to questions 4 and 
11: 
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Figure 75: Question 4- First choice responses  
 
Figure 76: Question 4- Second choice responses 
 
Figure 77: Question 4- Third choice responses 
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Figure 78: Question 4- Forth choice responses 
 
Figure 79: Question 4- Fifth choice responses 
 
Figure 80: Question 11- First choice responses 
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Figure 81: Question 11- Second choice responses 
 
Figure 82: Question 11- Third choice responses 
 
Figure 83: Question 11- Forth choice responses 
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Figure 84: Question 11- Fifth choice responses 
 
 
Basic Figures of Greek Tourism: 
 
 
Figure 85: Greek tourism basic figures, 2012 
Source: SETE, 2013. 
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Figure 86: International Tourist Arrivals, International Tourism Receipts and Average per Capita Tourism 
Expenditure, 2012 
Source: SETE, 2013. 
 
 
 
Figure 87: Greece & Competitors - Position in the World Ranking, 2012 
Source: SETE, 2013. 
 
 
 
Figure 88: International Tourist Arrivals in Greece and Competitors, 2012 
Source: SETE, 2013. 
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Figure 89: Seasonality of International Tourist Arrivals, 2012.  Source: SETE, 2013. 
Table 5: SWOT Analysis of Greek tourism. Source: BMI, 2013; SETE, 2005; Buhalis. 2001  
 
 
 
 
 
 
  
 
 
 
 
 
 
 
 
 
 
STRENGTHS  
• Natural and cultural resources.  
• Member in the European Union. 
• Common Currency in Europe. 
• Perfect Climate during summer. 
• Many blue- flag beaches.  
• More than 200 Islands.  
• Family involvement. 
• Strong local character. 
• Personalized relationships.  
• Upgrading of country’s infrastructure and 
investment in hotel facilities after the 
Olympic Games of 2004. 
 
WEAKNESSES  
• Volatile Economic, Political and Social 
Environment. 
• Outdated Promotional Efforts from Public 
Organizations. 
• Untapped Natural Sources. 
•  Rising crime rate.  
•  Bad Image of Greece because of 
Economical Scandals. 
• Greece depends on Tour Operators at a 
great extent.  
• Human Resource Management 
• Seasonality 
• Lack of quality assurance. 
• Poor of infrastructure. 
 
OPPORTUNITIES  
• Development of Alternative Forms of 
Tourism. 
• Boost Presence in Social Media.  
• Development of I.T. 
• Take Advantage of Synergies between 
Tourist Sector and Culture 
• Political instability and unrest in the 
eastern Mediterranean countries. (e.g. 
Egypt, Turkey etc).   
• The prioritization of tourism development 
by the Greek government. 
• Moving from mass market tourism to a 
more sophisticated status (i.e. promoting 
Greece as a high-value destination). 
• Promotion of city break tourism. 
 
THREATS  
• Unsteady Economic Environment 
Worldwide. 
• Low Prices of other Countries. 
• The Defamation of Greece through 
Foreign News Agencies.  
• Oversupply 
• Political interventions. 
• Environmental degradation. 
• Rival destinations outside the eurozone, 
especially Croatia and Turkey, are gaining 
ground in terms of market share due to the 
competitiveness of their currencies.   
• Political instability and unrest as the 
periodic riots contribute to uncertainty 
over personal safety in parts of Greece.   
 
